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THE 

QUALITY 

TOUCH 





TELEVISION lu^' 
RADIO abc/nbc • DALLAS 

• ' ihm greater DALLAS-FQRT WORTH marhet 

-»OC»ST SERVICES OF TM6 DALLAS MORNINQ NEWS 



Precision metals and precious jewels. But it 
also takes that "quality touch" of a master 
watchmaker to create such a perfect 
blending of balance and motion. 

Similarly, it takes far more than facilities to 
achieve that quality atmosphere so vital to 
good broadcasting and telecasting practices. 



Represented by 




The Original Station Representative 



W P E N IS 



IN PHILADELPHIA 



PULSE 1960 FM STUDY 

25.2% OF THE FM AUDIENCE 
LISTENS TO WPEN-FM . . . 
THE LEADING FM STATION 

IN FM AND AM, WPEN MAKES THINGS HAPPEN IN PHILADELPHIA 




Reprasented Nationally by oiUU-raRNA New York, Chicago, Los Angeles, San Francisco, Boston, Detroit, Atlanta 
THE CONSOLIOATEO SUN RAY STATIONS WOi - Philadelphia; - CincintuUi: HU-l - Tampa 
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WSIX-TV 



Now offers 



Quality...with NEWEST 

VIDEOTAPE* 




the fastest way to sell 
the Central South 



Simplified, economical production . . . tKe 
quickest woy to get your sales message 
across. In Tennessee WSIX TV offers you 
the latest model VIDEOTAPE* television — 
improved circuitry insures brilliant repro- 
duction. Complete focllities for both re- 
cording ond ploybocl ... or send us any 
tope that's been recorded on on Ampex 
VR.1000 for immediate scheduling. 

VIDEOTAPE 



NASHVIUE ^^^^^ 
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DIGEST OF ARTICLES 

"Why didn't you ask us first?" 

29 That's the industry's reaction to A AAA's "Suggestions for the Advance* 
ment of National Spot Advertising," although there's much agreement 

New Spot reach study lauded by admen 

32 Quick way to determine spot radio's penetration, using rating points as 
springboard, is charted for top 100 markets in PGW-Nielsen stndy 

What admen think of tv critics ^ 

34 Not much. From a Fund for the Republic study on video critics, writer 
Patrick M. McGrady compiles a monologue from talks with agency v.p.'s 

Radio's editorials gain in power 

3g Part rV of sponsor's series on "Radio's Big New Burst of Creativity" de- 
tails increasing scope and effectiveness of editorializing by statioiu 



Bank uses mobile tape to solve ad problems ' 

38 How Exchange National Bank of Tampa brought mobile tape in during 
business hours, completed eight minute commercials in only eight bourj 

Nielsen media service: advertisers' helpmate 

38 Nielsen comes up with a new magazine and television audience measuring 
device, and takes a giant step toward much-wanted multi-media appraisal 



FEATURES 



Tv season opens with many specials 

41 Comedies top the list of new shows for the fall networks lineups. Many JR'"' 
specials are scheduled for the new season and higher costs are expected 
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xw JP^LAND OF THE 
CENTRAL SOUTH 



New 93 -county Pulse 
confirms historic fact 
of WHO'S impact 
in farm homes! 

WHO Radio coverage area 
is America's 14th largest radio market! 



ij^ ACH year since 1938 the "Iowa Radio Audience 
-J Survey" has proved 50,000-Watt WHO Radio 
ibe the great favorite of Iowa farm radio families, 
■.tenership of our Farm News programs has always 
)ped those of the next two, three or four stations 
nbined! 

i960 is no exception! Proof is in the new 93- 
anty Area* Pulse Survey which covered an area 
ved by more than 85 radio stations. 
;X''HO Radio farm ratings are phenomenal during 
periods when farm families listen most to radio 
ia.m.-8:30 a.m., Noon-l:30 p.m., 5:30 p.m.-7:00 
1. — Monday through Saturday) . For example, 
,-I0 Radio's share of farm homes using radio 



exceeds that of the next three stations combined in 
70% of all quarter hours surveyed. It exceeds that 
of the next tivo stations combined in all quarter hours. 

But the farm radio audience accounts for only 
28.4% of all homes reached by 50,000-Watt WHO 
Radio in this tremendous 93-county area. WHO 
Radio's showing among urban radio families is 
equally spectacular. 

Ask your PGW Colonel about all the up-to-date 
facts on WHO Radio — serving America's l4th 
largest radio market! 



*This area includes 68% (93 of 137) of the counties in which 
WHO Radio has 10% or more NCS No. 2 penetration. 



WHO 

for Iowa PLUS ! 

Des Moines . . . 50,000 Watts 

NBC Affiliate 

WHO Radio is part of Central Broadcasting Company, 
which also owns and operates 
WHO-TV, Des Moines; WOC-TV, Davenport 



I 



Col. B. J. Palmer, President 
P. A. Loyet. Resident Manager 
Robert II. Harier, Sales Manager 



Peters, Griffin, Woodward, Inc., Rtpresentativts 
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,n Madison, Wis. 
you buy MORE 

with 

WKOW 



MORE 

listeners per home 

MORE 

adults per home 

MORE 

homes per week 

(cumulative 9 AM-6:30 PM) 

11 County 

AREA PULSE 

Mar., 1960 



III Madison, Wis. where the 
city income per family is 
$8,345 and in the 1 1 county 
Pulse area of 117,800 radio 
homes, WKOW, 10,000 watts 
:ii 1070 Kc, delivers a power- 
ful selling sound to mature 
people who can buy. 



For detailed analysis 
call Headley-Reed. 



WKOW 

WIKONIIM Mon 



RADIO 



POWIRFUL RADIO STATION 



NEWSMAKEI 
of the week 



Kenyan & Erkhardl''s new president is administrator Davi 
C. Stewart who, after 15 years with the agency, succeed 
William B. Lewis in the presidency as Lewis becomes chaii 
man of the board and Edwin Cox, former chairman, takes u 
a new post as chairman of the agency's executive committp* 

The newsmaker: David C. Stewart joined Kenyon 
Eckhardt in 1946, immediately after his war service. He was elect 
secretary and general manager in 1947, and two years later becam 
a director. In 1952 he was simultaneously elected to the agency' 
executive committee and appointed treasurer 

Since 1956, when a new agency division structure was install' 
and Stewart was elevated to senior v.p., he held three posts concui 
rently: treasurer, director, and member of the executive committei 

Additionally, Stewart for several 
years has been chairman of Ken- 
yon & Eckhardt's management re- 
view board and for the past twelve 
years he has been on the plans 
board. 

In 1958 Stewart assumed re- 
sponsibility for the operations of 
the agency and assumed the posi- 
tion of executive v.p. when the post 
was re-established in order to uni- 
fy the agency's management opera- 
tions. 

Before joining the Navy In 1942, 
Stewart enjoyed 14 years of experience in the oil field. He jorna 
Standard Oil Co. of New York in 1928, graduated from a manag 
ment training program, and rose to become manager of the Phil, 
delphia office before leaving Socony-Vacuum in 1938. 

Between 1938 and 1942 he was an officer and director of a lar^ 
independent oil company and of several affiliated oil companies 1 
the Philadelphia and Baltimore areas. 

During World War U he served as a management consultant li 
the office of the Under-Secretary of the Navy, rising finally to til 
rank of Lieutenant Commander in the Electronics Division, Bureai 
of Ships. 

Stewart was born in 1908 In New York City. He attended Temp! 
University and the Wharton School. He and Mrs. Stewart have 
married daughter and reside in Westport, Connecticut, with their 
younger children. 

Stewart's elevation to the presidency puts Kenyon & Eckhardt i 
a position which frees former president Lewis and former chairm 
Cox for more outside client operations 




David C. Stewart 



1 



6 



SPONSOR • 26 SEPTEMBER 1' 



LOWEST 



COST 



PER 



THOUSAND 




FIRST 



IN 

BOTH 



PULSE 



AND 



TWICE THE 



OF ANY 



STATION 





TAMPA- ST. PETERSBURG 



Represented Nationally by GiLL-PERNA New York, Chicago, Los Angeles, San Francisco, Boston, Detroit, Atlanta 
THE CONSOLIDATED SUN RAY STATIONS WALT - Tampa; - Cincinnati; WIH - Philadelphia 
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What 
strength, 
all down 
the line! 



You bet! 

Daytime , 

KMOX-TV's 

share ot 

St. Louis 

women 

viewers is 

a mighty 

50.4%... 

57% more 

than the 

second 

station, 

1 90% more 

than the 

third, 

according 

to Nielsen. 





The Early 






Show and 






Late Show on 






KMOX-TV 






are St. Louis' 






two top- 






rated multi- 






weekly 






film shows. 






Each one 


Programmin 




averages 


in depth 




a 10.5 


does it. 




Nielsen; 


KMOX-TV's 




each 


film library 




reaches 


includes 




91% more 


hits from 




homes 


MGM, 


And ARB 


than the 


Paramount, 


confirms 


nearest 


Warner 


KMOX-TV's 


multi- 


Brothers, 


leadership. 


weekly 


Columbia. 


But there's 


movie 


And that's 


more . . . 


competitor ! 


not all. 



There's 




CBS Owned 


KMOX-TV's 




KMOX-TV 


nighttime 


KMOX-TV 


has strength 


leadership. 


delivers 


everywhere: 


Channel 4 


almost 


an over-all 


nighttime 


5 times 


40% Nielsen 


station 


as many 


share of 


breaks 


nighttime 


audience... 


(6:30 to 


station 


vs. 31% for 


10:30, 


breaks 


the second 


Sunday 


with a 25- 


station, 


through 


plus rating 


23% for 


Saturday) 


as the 


the third 


average 


3 other 


and only 


a 23.2 


St. Louis 


6% for 


Nielsen 


stations 


the fourth 


rating! 


combined. 


station. 



3P0N30R 



KMOX-TV 
OUTPULLS ALL 
COMPETITION 
IN ST. LOUIS! 




Source: Nielsen six-month average ( Jan.-June '60) 
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KRNI Radio is 
very big in Des Moines 



Big in total audience — see all surveys 

Big in total adult audience — see all surveys 

Big in service to the community — see Central Surveys 

Big in news — ten years of dominance — see all surveys 

Big in personalities — see Central Surveys 

Big in believability — see Central Surveys 

Big in local business 

Big in the lives of people in the community— see the people 
Big in sales impact — see Katz 

KRNY is 
rotal Radio in Des Moines 

A COWLES OPERATION 
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s/c/es - 



I If luiviiig a solid adult 
aiiilioiicc 18 8i[viare, we're 
the sqiiaresl! 

WSl N has the greatest per- 
centage (97.27o) of adult 
listeners of any station ou 
Florida's west coast. Further- 
more this adult 
leadership is 
throughout the 
entire 24-hour 
broadcast day, and 
to the entire 29 
county Suncoast 
area with 1,404,403 
people. In WSUN 
radio homes the 
adults control 
the listening . . . 
they control the 
purse strings, too ! 
For top results use 
the grown up's station 





620 KC 



TAMPA -ST. PETERSBURG 
V"^ !ARD, RINTOUL i McCONNElL 
F p. JAMES S. AYERS 



by John E. McMilli] 



Commercial 
commentary 



Warning to the slide-rule boys 

About a month ago in Louisville I asked John 
VV. Burgard, v.p. for advertising at Brown & 
Williamson, what he thought of advertising re- 
search. 

"Well," said Burgard with a slow drawl, "the 
agencies believe in it. And they pay for it. And 
I look at it." 

Such honest, humorous skepticism about the 
frantic fact-and-figure gathering that goes on in modern advertising, 
I find very refreshing. 

Burgard, I am sure, was not questioning the importance of genuine 
research. But he was drolly underscoring the slide-rule infatuation 
that seems to be turning the advertising business into a statistical 
Wonderland with hundreds of befuddled Alices. 

I don't know how you feel about the dreary spate of ratings, costS' 
per-1,000, reach, penetration and coverage figures, market re-i 
search, motivation research, copy research, and image research that 
daily spews forth from the drooling jaws of the ad world 

Personally, I find it both dismally dull and dreadfully dangerous. 

And as an old-timer who has lived through many of these spasms 
of supposedly "scientific" advertising activity, I'd like to issue a 
storm warning to the new young crop of slide-rule manipulators: 

Statistics are a habit-forming drug. Too much of them will make 
you drunk as a skunk. And continued over-indulgence will thicken 
your tongue, befog your brain, and permanently becloud your 
judgment. 

Mountains of meaningless numbers | 

Fve been brooding about all this because recently Fve had occa- 
sion to examine the state of radio — an industry that for years was 
writhing in a virulent condition of "numbers madness." 

Today there are tremendously exciting signs that radio is throwing 
off its statistical narcosis and emerging as a vital, vibrant medium, 

But even today I still find some buyers and sellers who moan 
dolorously that "radio is under-researched." 

They point out that radio's out-of-home audience (listening to 
car radios, portables, etc.) has never been properly measured or 
documented — and this is undoubtedly true. 

But what these romantic slide-rule dreamers (and so many 0: 
them are!) have never faced is the question — what if we had those 
figures? Would the piling of an Ossa of out-of-home statistics on a 
Pelion of in-home figures necessarily impress any advertiser oc 
agency? 

Fm far from convinced of it. 

In fact, 21 years of agency experience (including 15 on PSCSS 
brands) leave me completely sure that ad managers, account execu- 
tives, and agency plans boards do not change media strategies be^ 
(Please turn to page 14) 
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tit'' 
tid 



How big is a moment? Breaking time into pieces has be- 
guiled man for eons; the smaller the piece, the more advanced 
the technology. Today's atomic clock-watchers achieve seg- 
ments in the millionths. 

Absolute Newtonians might say a moment contains 60 sec- 
onds and let it go at that. The fallacy of this approach is in 
the air of Eastern Iowa, where \^ MT-TV's rounder, firmer, 
more fully packed atomic moments are flung with cunning 
abandon into an area containing more than half the tv homes 
in Iowa, whence they are plucked by the largest Eastern Iowa 
audience of any tv station, a fact documented by audience sur- 
veys with delightfully monotonous regularity. 

WMT-TV Cedar Rapids — Waterloo. CBS Television for Eastern Iowa. 
Affiliated with \^MT Radio, KWMT Fort Dodge. 
Xalional Representatives: The Katz Agency. 
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VICTUALS 
VIANDS 

Here's food for thought: in 
three short years food and gro- 
cery advertising has increased 
334';^ on WPAT! There's no 
doubt about it, we're the very 
broth of a radio station . . . the 
favorite of butchers, bakers, 
greengrocers and gourmets in 31 
counties throughout New York, 
New Jersey, Pennsylvania and 
Connecticut ... an area where 
more than 17,000,000 people 
live, work and buy in more than 
5,000,000 radio homes. The 
proof is in the pudding, but 
WPAT's power to move products 
off counters and into cupboards 
is best illustrated by this list of 
the people who make and market 
America's leading victuals and 
viands: A&P, Arnold Bakers, 
The Borden Company, Breyer's 
Ice Cream, California Asparagus 
Growers Association, Campbell 
Soup Company, Chock Full O' 
Nuts, Continental Baking Com- 
pany, Country Club Ice Cream, 
Dannon Yogurt, Dorann Foods, 
Inc., Eskimo Pie Corporation, 
Foremost Dairies, Good Humor 
Corporation, A. Goodman & 
Sons, Gordon Baking Company, 
Grand Union, Gravyinaster Com- 
pany, Louis Sherry Company, 
N. B. C. Bread Company, Nestle 
Company, River Brand Rice 
Mills, Romanoff Caviar Com- 
pany, Safeway Stores, Sara Lee 
Products, Schrafft's (Frank G. 
Shattuck Company,) Standard 
Brands, Inc., Tea Council of the 
U. S. A., Tetley Tea Company, 
Wheatena Company, White Rose 
Tea. During the first six months 
of 1960, all of them advertised on 
WPAT, the station where radio 
gourmets gather ... the station 
with the taste of success. 



WPAT-FM 



I 



Commercial commentary (Com. from p. i2 \ 



cause of statistical snowstorms, but for far more deep-seated, pro-1 
found, and often personal reasons. 

And what I find healthy in radio today is not the pressure foil 
more research, but the mounting pressure for more creativity thall 
is expressing itself in two major areas. 

First, in programing there is undeniably a grass-roots creativel 
explosion that is turning up all kinds of new formats, services and! 
program features at hundreds of stations in scores of markets. (SeeJ 
the SPONSOR series on "Radio's Big New Burst of Creativity.") 

Second, in radio selling there is a shift in emphasis to the creative] 
copy uses of radio with leading representative firms like John Blair, I 
Adam Young, Katz, Petry, PGW, and others, developing commercials! 
and campaigns which dramatically and vividly bring the medium to I 
the attention of prospective buyers. 

In my opinion these creative programing and selling efforts will I 
do more for radio than all the slide rules in the world. 



The perils of statistical inebriation 
But to return to the perils of statistical inebriation. 
There are at least three reasons why any bright, ambitious, clean 

limbed young adman should avoid it like the Asiatic cholera. 
In the first place, son, as every cynical, seamy-faced veteran wit 

admit to you, fully 50% of all the research in the ad business is 

highly suspect. 

It is not done out of any sincere desire for knowledge, but simply 
to make a sale, to justify a recommendation, to cover up an error, 
or to prove that somebody else is a jerk. 

And if you, in your downy-chinned innocence, start burning in- 
cense at this shrine, you're due for a disillusionment that will make 
your first unhappy love affair seem like a Sunday School picnic. 

Second, an infatuation with statistics will prevent you from 
recognizing the dubious underpinning of most statistical structures. | 

Recently I snickered my head off over the sanctimonious remarks 
of a young media buyer at a Top 10 New York agency. 

Said Junior, "We look for penetration (number of homes reached) 
rather than frequency (number of messages delivered) because we 
are a strong copy agency. Our commercials are so good that if we 
hit people once it is enough." 

On such proud, emotional, unprovable nonsense are solemn, statis- 
tical and "scientific" timebuying policies erected! 

But the most important reason for avoiding an over-indulgence in 
research is this: sooner or later you will begin drunkenly confusing 
numbers with people. 

And this, I promise you, will be almost fatal to your career. 

In the ad business (in any business!) at least half your job is 
to develop a constantly maturing, ever-increasing knowledge of people 
— your company, your bosses, your clients, your customers. 

And you cannot short-cut this with slide-rule research, or long 
periods of statistical inebriation. 

Only continuing, intensive, first-hand study of people as individuals 
— what they're like, how they react, and why — can give you this 
understanding. And only such understanding can bring you to the 
top. 

Facts, research — of course we need them. But there's an old 
saying in the business that bears repeating today. "Research should 
be an aid to judgment, it can never be judgment itself." ^ 
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Education - symbol of progress 
in tlie market on tlie move 






channel 13 

Represented by the 
Katz Agency 



Shown is but one of several buildings of the new $8 million University of 
South Florida, located in Tampa, Florida. 

Within 60 miles of the progressive Tampa Bay area are seven other colleges 
and universities: 

Florida Christian College Tampa Florida Presbyterian St. Petersburg 

Florida Southern College. . .Lakeland Stetson College of Law. . .St. Petersburg 

University of Tampa Tampa Webber College Babson Park 

St. Petersburg Junior College. . . .St. Petersburg 

Reminder: Dominating the higher-education minded market on the move 
is WTVT, station on the move! 



SHARE OF 
AUDIENCE 

44.3% 
Latest ARB 
9:00 AM 
to Midnight 



CHECK THE TOP 50 SHOWS! 

ARB NIELSEN 

WTVT 3A WTVT 34 

Station B 16 Station B 16 

Station C O Station C O 

A.R.B., Tampa - St. Petersburg Metro Area, March, 1960, 4-week summary 
N.S.I., Tampa - St. Petersburg Metro Area, March, 1960 



WTVT 



TAMPA- ST. PETERSBURG 



station on the move in t/ie marltet on tlie move 

THE WKY TELEVISION SYSTEM, INC. • WKY-TV/WKY-RADIO • Oklahoma City 
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In Chicago I 
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. . . the Board of Trade is the world's greatest speculative grain 
market. Here, prices paid for wheat help determine what the 
nation's housewives pay for a loaf of bread. And here, too, at 
each of its six trading pits, fortunes are won and lost every day. 




In Chicago 

WGN 

RADIO 



reaches more homes 

than any other 

Chicago advertising medium. 




WGN IS CHICAGO 

Quality • Integrity • Responsibihty 
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I ST EST 
SELLING 
SERIES IN 
SYNDICflJION 
TODAY! 




Buyers who know the best 
are snapping it up . . . Pacific 
Gas & Electric Co. (through 
Batten, Barton, Durstine & 
Osborn) signed the series for 
San Francisco, Bakersfield, 
Chico-Redding, San Luis 
Obispo, Salinas-Monterey, 
Eureka and Fresno . . . astute 
station groups like Triangle 
bought for all of their mar- 
kets including Philadelphia, 
New Haven-Hartford, Al- 
toona- Johnstown, etc., and 
Crosley Broadcasting for 
Cincinnati, Columbus and 
Atlanta . . . and the list of 
available markets shrinks 
every day ! 



Wire today to secure the 
"best" series - BEST OF 
THE POST - for your 
market! 



INDEPENDENT 
TELEVISION 
CORPORATION 

av9nu9 • N. Y, 22 . PL B-2100 
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Reps at work 



Richard O'Connell, executive vice president, Devney/O'Connell 
New York, pleads for simplification of rate structures in the in 
dustry. "While our firm is totally behind SRA's effort for a singli 
rate, ve are equally desirous of seeing a simplified single rate 
adapted throughout. Our own crusade along these lines has borne 
much fruit over the past two years. 
However, if the revered buyer of 
time is to be effectively relieved of 
the burdensome aspects of time- 
buying, further simplification is 
imperative. In radio particularly, 
frequency discount per se is as 
modern as an ear phone set. With 
its elimination, the station opera- 
tor happily kills short rates and re- 
bates—long the nemesis of billing 
departments. Devney-O'Connell has 
a simple-to-read folder on simpli- 
fied rates available to one and all on request. In distributing it to 
several hundred buyers we received overwhelming support within 
agencies on the buying level. This enthusiasm was outdone only bj 
that shown among the heads of major agency billing departments. 
Remember, that which is easy to buy is, accordingly, easy to sell!l 




I 



H. W. (Bud) Simmen, sales manager of Weed Radio Corp., New 
York, feels that a station's continued success for local accounts cao 
serve as a valuable guide to the national advertiser. "Both the 
local and national advertiser have one primary concern: Sales 
results! They're also interested in reaching the same people: the 

man or woman who shops at the 
corner store. Many stations are do** 
ing an outstanding job for local 
advertisers through creative pro- 
graming, salesmanship, and me^ 
chandising. This same creative ap 
proach can be readily put to worl 
for national advertisers. It's up to- 
the reps to be aware of the sta- 
tion's local successes and sales 
stories, and to use this information 
as a basis for a more creative sales 
approach on the national level. A 
siaiion s pulling power may not necessarily be reflected in high ratings. 
Prestige, believability, the use of imaginative production and delivery 
— all play a major part. Audience composition is also important 
When properly documented and presented by the rep, this type of " 
station and audience data can be of real service to advertisers." 



V 
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The big news event of the week for spot tv was the reentry into the ranks of 
Continental Baking (Bates), which last year spent around $7 million. 

Continental's buying policy, however, has changed: instead of issuing 52-week con- 
tracts, it's going into a flight pattern. 

The initial flight — for around 90 markets: 10 weeks, using minutes and IDs. 

Incidentally, Pepperidge Farms (OBM) is buying schedules for the west coast. 



The spotlight switched to Chicago the past week as far as new national spot tv business 
was concerned. 

The accounts either called for availabilities or issuing orders included: S. C. Johnson 
Shoe Polishes (NL&B) ; Aunt Jemima Easy Mixes (J. W, Shaw), eastern markets only; 
Tums (McCann-Erickson); Alliance's Tenna Rotor (DFS). 

Out of Gardner St. Louis: Duncan Hines' pancake and muffin mixes and Grovea 
Bromo Quinine. 

Action on spot radio: Chun King (BBDO Minneapolis); Rival Dog Food (NL&B); 
Flex-O-Glass (Presba, Fellers & Presba) ; Eljer Div., Murray Corp. (F&S&R), 18-25 spots 
a week for eight weeks, 42 markets. 



Colgate toothpaste is moving into the top 50 markets with syndication to help 
counteract some of the sales damage that's already been inflicted by the zoom of the 
ADA-endorsed Crest (P&G). 

P&G hasn't as yet unloosed the full force of its new Crest barrage, because of a copy 
clearance problem with the ADA, but there's enough evidence at hand to show that the com- 
petitive brands, which include P&G's own Gleeni, have been taking a stiff battering. 

Agencies researching the situation via supermarkets and drug chains report 
that stores have told them that the call for Crest has spiraled so that they can't keep 
the brand in stock. 

Even though the Gleem people have had bellpushers in Boston and other spots quizzing 
mothers about the cavity angle, the trade doesn't expect P&G to mount a strong ad cam- 
paign that would compare the virtues of Gleem with those of Crest. 

However, here is something that might eventuate: the Government forcing P&G to 
license its fluoride formula to other dentifrice makers in the public interest. 

P.S.: The Colgate syndication buy, 21 Beacon Street, was negotiated by McCann- 
Erickson, whereas Bates is the regular agency for Colgate toothpaste. 

The immediate reaction on Madison Avenue to the FCC's reduction of tv net- 
work option time from three to two-and-a-half hours per night wasn't anything 
that you might describe as deeply disturbing. 

The main prospect as some agencymen saw it: 

Because of the program straddle provision in the new rule the networks will go in for 
more hour shows than ever, a la the pattern in effect at ABC TV. 

(For details and commentary on new option rule see WASHINGTON WEEK, page 55.) 
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SPONSOR-SCOPE continued 



McCann-Erickson has decided to give radio a much sharper appraisal than tb 
agancy has been M'ont to give the medium in recent years and it's named Curt Peter 
son as the specialist who'll do the examining, weighing and recommending. 

Peterson's connection vvith radio dates back at least 30 years and almost 23 as agenc 
administrator of Esso's newscast empire. To veteran station operators he's about as wi 
known as any agency executive now in the business. 

Peterson, who when required will share his time with tv, will work directly withii 
>I-E Productions, a McCann subsidiary headed by Jack L. Van Volkenburg. 

One thing network tv won't be short of the next several nionths: a variety o( 
program ratings and a profusion of huzzahs and couiiter-huzzahs stemming there 
from. 

The bedlam of numbers will find participation from these measurement services: 

1) The ArbitroH overnight national, to which NBC TV and CBS TV have subscribec 
for six spiecified weeks, with the total homes and audience available the morning after the tele 
cast. This will be a combination of 400 Arbitron seven-city connections plus 40* 
phone calls, the former downweighted and put into proportion to the national sample. 

2) ABC TV will stick along for overnight service with a 30-city Trendex, b 
picking its own occasions to find out how its new shows are doing. 

3) ARB will also be feeding its seven-city Arbitron, as a separate regular measure 
ment, and its dairj' based national. 

4) From Nielsen there'll be (a) the 24-city count, out roughly within 10 days 
(h) the 51 matched-city report, which the competition labels as an ABC desirable; (c) thi 
national report, which covers the whole spectrum in types of information. 

5) Videodex. 

Compton Chicago appears to be emerging as one of the more important agen 
cies there from the viewpoint of air media billings. 

In addition to tv-laden Alberto-Culver, acquisition of recent months, it's got six Quake] 
products in spot tv. 

The roster: Quaker PufiFed Grains, Quaker Oats, Mother's Oats, Quaker Muffet 
and a new product, Merri-Oats, which is being tested in eastern markets. 

Apparently AFTRA is interested in keeping the soap opera going in radio, ever 
if it means a radical change in the union's policy of recorded program compensa 
tion. 

An AFTRA official advised SPONSOR-SCOPE: (1) a committee is exploring ways 
making it feasible for tapes of popular daytime serials to be used on a syndicatioi 
basis and (2) he was waiting to hear of a royalty proposition. 

AFTRA tape regulations require that the actors be paid the same fee that prevailed a 
the time that the show was broadcast on a network. 

The tv networks are going to hear a lot more from here on out from pote 
affiliates about the need for relaxing the groundrules on product protection. 

The key to the affiliates' gripe: they find themselves in the area of spot badly ham 
strung because of the expansion among the networks of spot carriers, scatter plai; 
and rotating commercial schedules. 

These affiliates are urging the networks to look at the stations' problem realisticall; 
and do something drastic about guaranteeing product protection on the traditional line 
carried over from radio. 

One direction the grumbling may take soon: leading broadcasters will bypass thenel 
work ad\-isory committee and take their grievances directly to the top manag* 
ments of the networks. 

SPONSOR • . 26 SEPTEMBER I9(i 




SPONSOR-SCOPE continued 



CBS Radio reports that the only problem it's encountered from affiliates in re- 
gards to the new program format: how can all this news he carried during the base- 
ball season? 

AfBliates will get an opportunity to voice their sentiments about the format at this week's 
two-day meeting called by the network. It all debuts 28 November. 

Leave it to ABC TV to keep freshening up its selling angles on daytime: the latest 
is comparing with tlie competition the weight ABC delivers in markets where there's 
a maximum existence of tv stations, radio stations and newspapers. 

The point intended: it's not enough to say you get so much accumulative reach and fre- 
quency in a particular market; what's also important is how this coverage and the dollars 
paid for it relate to the total media competition that the market offers. 

ABC is also raising this question in pitching for business: how does the total number 
of homes you're getting plus the frequency look in reference to the importance of 
the market? 

Burlington Hosiery (Donahue & Coe) has met so much success with its fall cam- 
paign of network nighttime participations that it'll be back on even a bigger scale 
for the spring push. 

Station cut-ins will also again be used. The product: support hose. 

CBS TV affiliates will shortly have their rate mcreases determined by an enthrely 
different formula. 

The formula in gist: the average homes delivered between 6-10 p.m. Sunday 
through Saturday as measured by ARB. (The network had heretofore used NCS.) 

iVBC TV has its research department also working on a formula which would 
reevaluate the network's market rates. 

Notes CBS: it thinks the new formula will cause the least possible "dislocation" of 
rates for individual stations. Also keep the over-all price for a lineup down. 

P.S. : ABC TV has been operating under a similar formula. 

General Mills, via BBDO, picked up the western end of the daytime hookups 
left open by Beech-Nut's split buy on NBC TV. 

The schedule will be used for General Mill's pancake mix. The available stations may 
not match the mix's marketing pattern perfectly, but the holes can be filled in with spot. 

The CBS TV management, it now begins to appear, has got carte blanche to 
temper its selling policies to the needs of the time and competitive pressures. 

At that meeting in Hawaii the board was told that the network was trying to discour- 
age as much as possible the sale at night of anything smaller than half-hour units 
and that whatever happened in veering from tradition the netAvork would seek to maintain just 
so much difference between itself and the competition. 

Possible translation: we'll bend whichever way, if advertisers insist. Or, we won't let 
our shibboleth of the prestige network job us of too many opportunities. 

Never since the advent of network tv has there been so much business written 
in September as the roster shows for this season. 

What obviously this is a result of: guessing back in spring that a soft market was in the 
ofiSng and by deferring buying until the last gasp there would be plenty of bargain 
opportunities. 

And that's the way it's been working out. 
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The dazzle-and-boom of exploitation hasn't vanished from tv altogether: Salt 
Lake City viewers have been getting a big dose of it in connection with affiliation 
switches. 

The stations involved are KlITV and KCBX, and the counter-uproar included the use of 
helicopters and planes dragging tune-in legends. ABC TV's Ollie Treyz also popped 
up on the scene in KCBX's behalf, with a talk before the Chamber of Commerce. 

On the air the stations took sly digs, like this one: "Tune in on . . . for reruns of . . . 
and then tune in on . . . for fresh episodes of the same program." 

To agency pundits Olin Mathieson, which lias just switched its institutional ac- 
count ($4 million) from D'Arcy to Doyle Dane Bembach, represents an interesting 
sample of a huge holding company perplexed by the problem of finding a public 
image. 

As its prime medium for this purpose Olin Mathieson has been using network tv, but, note 
these admen, the nature of the company's divers* fields has made the goal an unusual- 
ly tough one. 

Among the 0-M businesses: defense supplier, metals, chemicals, guns, paper, drugs 
and toiletries, none of which rank among the leaders in their respective fields. A situation 
which, observe the pundits, makes it doubly hard to create an integrated image that can 
rub off effectively on the various enterprises and products. 

While Lever waits to see what local rating service its seven agencies would like ta 
make official, P&G has advised Burnett that ARB is acceptable for local buying. 

Y&R got the nod some months ago, while Compton goes on using both Nielsen and 
ARB for P&C business. 

P&G's policy is to let the agencies do as they please about local rating services. 

New York agency men who have been touring tv markets lately report that sta- 
tions are showing a marked sensitivity about frequent scheduling of public service 
programing. 

One observation they make that merits mulling among the networks: the stations say that 
they are not going to rely on their affiliation as a source of public service but that 
they're gearing up to do most of it themselves- 

Hence this prediction from the agency travelers: clearing fringe time will become an 
even bigger headache for the networks next season. 

Are the tv networks looking beyond the present and trying to develop business 
in fields that could regularly use the medium but are in need of explicit education 
and direction? 

Keen observers in agency management will tell you that the networks, which they describe 

as having it too easy so far, have been almost completely amiss in moving in on such 

opportunities with long range intent- 
There are many leading American corporations, these agencymen note, that are in 

need of an image that can ser\e as a tool in getting them business or will ease the 

path for them when they enter a new product field. 

To begin with, it would involve an investment on the part of the networks. They'd 

have to take a survey of the particular field and find out (1) what the prospect's symbol 

status is in the trade and (2) how tv can ser^e to overcome any glaring deficiencies 

and developing weaknesses in that image. 

For ath«r n«ws cav«rac« In this lssu«f see Newsmaker of the Week, page 6; 
Spot Buys, page 50; News and Idea Wrap- Up, page 62; Washington Week, page 55; sponsor 
Hears, page 58; Tv and Radio Newsmakers, page 86; and Film-Scope, page 56. 
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FARM GALS ANALYZE SPRING GROPSI 

M 

... in ih SEand (jUt^fo and yl^ney 

And they've decided the Ivy League needs more cultivating! Seriously, 
with our ideal living conditions, today's farm families are modern as 
Manhattan. And speaking of analyzing, how's this for good Television: 

1. Channel 2 for these extra Counties. 

2. CBS for the best in Public Service. 

3. 400,000 TV homes for greener pastures. 



ik ^and JMh and y(foney 



6REEN BAY, WISCONSIN 

HAYDN R. EVANS, General Manjter ■ Represented by THE KATZ AGENCY 
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THE STORYBOARD is Miss Fran's way of giving recognition to 
the junior artists who have sent in literally thousands of drawings. 



MISS Fran and her sparkling puppet 
friends oflfer entertainment and 
educational guidance to a devoted and 
responsive audience daily. When the 
little people of the KWTV 54-County 
Community tune to Miss Fran and her 
puppet menagerie they find imaginative 
encouragement to be courteous, respect- 
ful, and considerate . . . qualities which 
make desirable citizens today . . . and 
tomorrow! An opinion poll of these 
"little people" would no doubt reflect 
TV-RADIO MIRROR'S selection of 
MISS FRAN FROM STORYLAND as 
"Best Children's Show Southern States." 



Omnmtol Mono^tr 

^J^CK OellEt 

MtTogmr 



2^ 
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Fran with puppets Bopper and 
py, as seen daily, Manday 
gh Friday, 7:50 to 8:15 AM. 



KANSAS 



• V:.^VjW^HpMA 



J.. f • 
• . • 




:exas 



'personality that is Miss Fran 
be measured: An average of 
itters a day has been her mail 
\ far the past two years. 



49th and 
Madison 




JNSOR 



26 SEPTEMBER 1960 



Fall tropics 

KATV would like to call your atten- 
tion to what we think i? a spectacular 
way of presenting our new fall K/\T\' 
and ABC lineup. 

We feel it would be of interest to 
you in that the entire ])resentation for 
our clients and the advertising agen- 
cies will take the form of a Hawaiian 
Luau. 

The station has gone all out to 
create the feeling that one is really in 
the tropics. For our 300 guests, indi- 
vidual orchid leis, native hats, and 
ceramic idols ha\e been ordered and 
the setting for the party will be en- 
hanced with an "at'tion" volcano, a 
pool laden with floating candles, a 
beach-comber's bar, patios encircled 
with torches and many, many other 
unique decorations which include 
tropical fish, exotic flowers, palm 
trees, outdoor oriental lighting, fire- 
works, and Hawaiian hula girls. 
Bruce Smith 

asst. promotion director 
KATV 

Little Rock, Ark. 

Basics 

I believe "Timebuying Basics" to be 
a very concise and complete tool for 
tiniebuyers and I would like addition- 
al copies to distribute to people in my 
group. 

Pat Schinzing 
Media gioup supervisor 
Gardner Adv. Co. 
St. Louis, Mo. 

• * Tini**buyin^ Baxicft,** and other »i(*<*tu>n» 
from Sr<»S<>R'9 lllh Annual -fir Mrdia Oatict 
are avail&blr at a nominal coxt f>ii r4*i|uCKi. 

Editorial comment 

Regarding your editorial in the 1 
August 1960, issue headlined "'How- 
Many Neglected Food Markets?" I 
think you have incorrectly stated the 
case. It is not A&P or Kroger who 
are crediting all their sales to the 
distribution points, it is the food 
manufacturer. Obviously, this is not 
true in all cases, as many manufac- 



turers know exactly where their sales 
are down to the last little Mom & Pop 
stores. But in some cases the manu- 
facturer will only show sales in the 
big major markets where the distribu- 
tion points are for the large chains; 
consequently, this is the only place 
he will spend his advertising dollar. 

The point we are making here is 
that A&P, Kroger, or any other chain 
for that matter, have nothing to do 
with it, except that they buy at cer- 
tain points and shipments are made 
to these same s])ots. Therefore, sales 
are credited by the seller rather than 
the buyer. 

H. Needham Smith 
sales manager 
WTRF-TV 
Wheeling, IF. Va. 

Fm coverage 

\^'e certainly think your magazine 
is best in the trade magazine field. 
Of course, we in the fm industry are 
most appreciative to you and your 
staff for the fine coverage you're pro- 
\iding the fm broadcasters. 

Best wishes for continued success. 

John P. McGoff 

president 

WSW/FM 

East Lansing, Mich. 

Setting the record straight 

We noted in reading through the 29 
August issue of SPONSOK that in the 
"Sponsor-Scope" section you erred in 
reporting. Our client. Mogen David 
\^'ine Corp.. is spending slightly in 
excess of SV^ million in its Fall 
Holiday promotion in November and 
December. They have purchased 
eight daytime quarter hours and 16 
nighttime commercial minutes allo- 
cated to four different television 
shows. 

Nathan Pinsof 

media director 

Edward H. Weiss & Co. 

Chicago 

2o 




WRIT— Milwaukee 
''DEn— San Diego 
WT X— NewOrleans 



WHLO— Akron-Canton 

WKLO— Louisville 

WARM— Scranton-Wilkes Barre 



WING— Dayton 
WPTR— Albany-Schenectady- 
WXLW— Indianapolis 



r 



Sometimes results are a matter of luck — like two 

fish on a hook. Most of the time however, you can pretty 

much predict results when "the combination" is right. 

That's why you can always count on something 

extra when you use the Eastman Represented Stations . . . 

because the "combination is right". 

Top stations In top markets managed by some 

of the ablest brains in the business. Result — a superlative 

selling job for advertisers all over America. 

Eastman's job is to get each station's particular 

message to every possible person responsible for the 

purchase of time. How well we've done it 

can be summed up in this simple set of figures. 

Stations represented by. Eastman in 1959 increased their 

total national spot business a whopping 

44% over the previous year. 

It's results that count. And when everybody gains 
you've got a pretty good story. 




P.S. Figures for the first half of 1960 are up 43% over 1959. 



(^m) robert e. eastman & co., inc. 

^^■P*^ representing major radio stations 

NEW YORK: CHICAGO: SAN FRANCISCO: DALLAS: ST. LOUIS: LOS ANGELES: DETROIT: 



j-Columbus, Ohio 
j-Norfo Ik-Ports mouth 
iPhoenix 



KTOK— Oklahoma City 

WSBA— York-Lancaster-Harrisburg 

WAMS— Wilmington 



KLEO— Wichita, Kansas 
WO RC— Worcester 
K HEY— El Paso 
WABB— Mobile 



KXLR— Little Rock 
KQEO — Albuquerque 
WSAV— Savannah 
KSYD— Wichita Falls, Texas 



OLD NEW ORLEANS FAVORITE 






i . - 



Prepared by Chef Dan Evans at the Pontchartrain Ho(i 



WWL-TV, . . new New Orleans Favorite 



Here's how to make 
Shrimp Creole: 

Put 3 tbsp. shortening in 
heavy pot; heat. Chop 1 
large onion, 2 stalks celery, 
2 small green peppers. Saute 
in hot shortening until tender, 
but do not brown. Add two 
cups canned tomatoes, 1 cup 
tomato paste, 2 bay leaves, 
1 lb. peeled and deveined 
shrimp. Cook 45 minutes to 
1 hour. Salt and pepper to 
taste. Serve over base of 
cooked rice. (Rice should be 
steamed until light & fluffy.) 
Serves 4. Superb with a bot- 
tle of rose wine. 



Seven days each week the New Orleans audience now gets 
comprehensive reports of local and world news on WWL-TV 
— New Orleans' most alert reporter. WWL-TV's expanded 
news coverage includes: 

Mon. 15 minutes of news 8:00-8:15 a. m. 

thru 45 minutes of news, sports and weather each afternoon 5:45-6:30 

Fri. 15-minute news final nightly 10:30-10:45 

jjjj 30 minutes of news, sports and weather 6:00-6:30 p. m. 

15-minute news final 10:00-10:15 p. m. 
Sun. 15-minute Sunday news special 10:00-10:15 p. m. 

Ask Katz about WWL-TV's big new news lineup. 

WWL-TV 

NEW ORLEANS 
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WHY DIDN'T YOU ASK US? 



lustry reaction to 4A's reports: 



I Mixed comment greets 4A's 'Suggestions for the Ad- 
icement of National Spot Radio (and Tv) Advertising' 

Broadcasters and reps agree with basic motives, but 
ack certain suggestions as 'misinformed' and 'naive' 



kocal disagreement and muttered 
' ens" mingled this week in a 
,t;d reaction to American Associa- 
I of Advertising Agencies' "Sug- 
|ions for the Advancement of Na- 
al Spot Radio (and Television) 

iertising." 
ow that they have had ample time 
tudy the 4A's booklets, which are 
>st identical in content, spot radio 
tv broadcasters and representa- 
i have begun to question the im- 
litions of a few of the points, al- 
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though with most — whose expressed 
purpose is to improve the media and 
make agencies use them more — they 
concur wholeheartedly. 

On the points in question, includ- 
ing those that call for standard cov- 
erage information, standard market 
information, commodity inventory 
checking, and audience data, radio 
and tv media men are wondering 
aloud if the 4A's hasn't shown a par- 
tial disregard of the problems — es- 
pecially eonomic — of broadcasters. 



On other questions, including those 
of standard rate card forms and rate 
protection, 4A s stirs a vehement 
flurry of disagreement with its sug- 
gestions, typified by the plaint that 
"they should have called us in before 
publishing their suggestions, because 
an appreciation of the local stations' 
point of view is missing, and this 
weakens the value of the booklets." 

Any flurry, whether of agreement 
or disagreement, does not dismay the 
4A's committee on broadcast media, 
which prepared the "suggestions." In 
fact, that's just the purpose of the 
booklets, according to one of its mem- 
bers, William E. "Pete" Matthews, 
v.p. and director of media relations 
and planning for Young & Rubicam. 
New York. 

"Any response, whether negative or 
positive, means that at least the sug- 

29 



The Rep: "Our Views 
Weren't Considered'' 




"IT'S very easy to sit in a par- 
tial vaccitm and say, 'Here is a 
rate card form that all stations 
should julluw,' " says M. S. Kell- 
ner, v.p.-radiu sales manager, 
The Katz Agency. "Unfortunate- 
ly, the competitive differences of 
each station are such that rigid 
standardization is impractical. 

"The spot radio medium is 
ready to assist as well as criticize. 
Some of the 4/Vs points u ere tvell 
raised, but on others they should 
have asked us first." 



{lestionfi have received some attention 
or caused some concern," he said. 
"It ma) stir some agencies to coop- 
erate with the industry in some of the 
v\avs we indicated; it may stir some 
stations to re-evaluate their relations 
with national advertisers and agen- 
cies. 

"And that's the idea." Matthews 
declared. "The 4A's, as anyone who 
kniiHs the anti-trust laws can attest, 

;'not make rules or in any way act 
tII agencies or exact any disci- 
pline '^1 \\v have put on record the 
t/rneral fc^elins:- f our committee on 



some 2.5 oft-disputed areas of broad- 
casting-advertising relations and man- 
agement. Some of it is obviously old 
stuff, some does not go far enough. 

"But if. as a result of the distribu- 
tion of the booklets, a half-dozen 
agencies get interested and start pay- 
ing attention to reforming their 
paperwork, or 20 stations seriously 
consider some changes in their oper- 
ations and relations with national 
advertisers, then a point has been 
gained." 

The big emphasis, said Mr. Mat- 
thews, is on "standardization" and 
"simplification" — standardization of 
coverage, audience information, rates 
and rate cards; simplification of 
paperwork in presenting availabili- 
ties, purchasing of spots, billing. 

None of the station men or repre- 
sentatives disagrees with the valid 
need for some reforms of this type, 
but they do express the wish that 
4A's had consulted more with them 
before printing the booklets. If this 
had been done, they asserted, much 
that to them is obvious, rebundant 
and even naive could have been 
eliminated. 

On some specific points, however, 
rejjs especially think that discussion 
and mutual education are patently 
necessary. They note for more care- 
ful reading the "suggestions" labeled: 

• Standard coverage material, 
standard market information, and 
data on audiences 

• Commodity inventory checking 

• Schedule reports 

• Standard form of rate card 

• Notification of changes in rate 
cards 

• Standard availability form 

• Notification of time changes 

• Rate protection. 

On the first point, reps note that 
NCS-2. and \CS-3 which will be 
available next year, make standard 
coverage material readily available. 
As to standard market information, 
reps and stations ask, "What does 
4A's mean?" Station reps say they 
have most of this information avail- 
able. And on the third suggestion, 
for standard audience data, they re- 
tort that not all agencies agree on 
which rating service is best to use. 
some using Pulse for one client and 
Nielsen for another in the same shop. 



\X here 4A's asks for "reliable m 
ket information . . . developed throu 
properly conducted pantry survey 
broadcasters are quick to note t 
very high cost of such inventori 
plus the availability of Nielsen dr 
and grocery research and studies c< 
ducted by other media in most co 
munities. One rep claims that an < 
tensive pantry-type survey assembi 
over a considerable period of tii< 
was brought to an agency resear 
director who filed it with than! 
"They had changed their plans a 



The Adman: "If No 
Then Let's Discuss It 




"ANY response, whether negi 
tive or positive, means that th 
suggestions have received som 
attention or caused some concer 
After all, this is not a manifest 
but a listing of our hopes and dii 
appointments in the hope that M 
can better practices," ansiver 
Pete Matthews, Y&R v.p. an 
4A's broadcast media committe 
member. 

"We want to end confusion il 
an industry enslaved by time 
that has no time to follow it. 
archaic business practices." 
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ouldn't use it just now, they told us," 
aid the rep. "Well, it was very cost- 
,', and we're not about to do one 
sain. 

Section Six, concerning schedule 
sports, brought some bitter coni- 
lent from representatives. As printed 
I 4A's booklets, it reads: A record 
f the commercial schedules which 
ive been broadcast on each station 
-by product classification and ad- 
;rtiser — is often a necessary part of 
'anning an effective television ad- 
^rtising campaign. It serves as a 
lide to the degree to which com- 
nitive products or services are being 
^■omoted and may help to determine 
hat stations will be used and the 
^tent of the campaign. 

When agencies and advertisers need 
{formation on past competitive sched- 
es the data is generally requested 
am each individual station by each 
dividual agency. It would be 
■npler for stations to supply all in- 
rmation at one time to a central 
urce to which each agency and ad- 
rtiser could be referred. 
We recommend that such a central 
porting service be established, 
'her as a private enterprise or as an 
dustry-wide project. 
One radio/tv rep is "dismayed" by 
ction Six, he declared. "As far as 
evision," the rep said, "Rorabaugh 
ikes complete reports available and 
rough Television Bureau of Adver- 
ing detailed information can be ob- 
ned." Rorabaugh schedules are 
;blished every quarter. 
,j"As for radio," he continued, "the 
Tie service and its successor — now 
''jortedly going out of business — 
*empted to supply this information. 
(jWas impractical to try to get it from 
thousands of radio outlets, so he 
I'juested cooperation from the agen- 
\ s. The agencies wouldn't give it." 
^Suggestion seven, that for a stand- 
1 form of rate card, drew perhaps 
; greatest amount of comment. 
l|lAA states its position this way: 
e Standard Form of Rate Card 
•ommended by AAAA was devel- 
;d in cooperation with Standard 
te and Data Service. It provides 
\ivision (radio) stations with a uni- 
m, orderly pattern in which to 
•.sent their rates, facilities, require- 
i^ts, terms, and conditions. The 
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form was issued in May 1960. 

W e recommend tliat television 
(radio) stations consider adopting 
the recommended form when issuing 
their next rate cards because: (a) 
similar standard forms are used by 
other media, and advertising agencies 
are familiar with the arrangement 
scheme; ib) the standard size cards 
are easily handled and filed; ( c ) use 
of the standard form assures that all 
information needed by buyers will be 
provided; id] it is the buyers' au- 
thoritative source for rate and other 
information. 



Most stations, replied Section 
Seven's critics, have all of the re- 
quired information on their rate 
cards. These cards are large and 
easily read and handled. "But," as 
one charged, "I don't know of one 
agency that files them and consults 
them. They go to SRDS, which is 
eminently informative and TieTpful, 
but whose restrictive printing require- 
ments put them high on the list of 
offenders in garbling and complicat- 
ing rate cards." 

On the sub-points, critics com- 
plained that point a was "not worth- 
while," and "not necessarily a fact '; 
point b was "not necessarily so, and 
even if it were, agencies don't keep 



them anyhow"; point c was already 
the case in tv and "although there is 
some lack of information from radio 
outlets, they are the smallest stations 
that national advertisers are not ajjt 
to use"; point d was doubted, with 
reiterations that timebuyers. should 
go to rate card files more often. 

Notification of rate cards, sugges- 
tion eight, has always been made by 
the reps, they said, and should not be 
the obligations of stations, as 4A's 
requests. 

Section Ten was also ([ucstioned. 
In 4A's booklets it reads: We urge 



that broadcasters provide agencies 
with a statement of their policies on 
adjacencies for spot schedules which 
run through changes to or from Day- 
light Saving Time. 

When stations alter their schedules, 
many spot programs and announce- 
ments come out with different ad- 
jacencies from those bought originally. 
These changes cause apparent discrep- 
ancies in broadcast schedules, and de- 
lay prompt payment of stations' in- 
voices. Stations' policies on time 
changes should be included in rate 
cards and SRDS listings. 

This is one of two or three sugges- 
tions in the booklets," stated a rep, 
"that makes me ask, 'how did this 

31 



J 5. Standard Form* tor fll^ing 



We ttrge the broadcast Indi^Hf/ to "adopt standard form* tot both 
manual and machine billing, timilar to the manual billing lorm 
developed under the auspices of SPOI^OR Magazine and the Adver- 
tising Agency Financial Management Croup oi the New York Credit 
Men's Association. 

Vsc of standard forma will increase the efficiency and accuracy 
with which agencies handle bills and payments. ^ 



AAAA URGES SPONSOR FORM 

AMONG the AAAA suggestions for the advancement 
of both spot radio and spot tv is this strong endorsement 
of the standardized form for manual billing, developed 
last spring by the sponsor Standard Spot Practices Com- 
mittee and now used by many stations. 



■I 111 lien- It 1!- ritlii'ul<)U> to estah- 
1 |)<.li( \ lifCiiuse tlii- is SDiuething 
tlidl iiiu-l Ii<- lianillt'd iiidi\ iduallv 
.111(1 1^ liciiif; (lime. \li»t i^tations let 
llir ll^r^^^ \ know of time changes, 
guiiig tlii-ni tile oijtion to retain time 
iir 111 < liiiii-(> another adjacenc) ." 
I ill tiiial >ertion in dis|jute con- 
cm^ itr |)rotertion. A \A A s coni- 
iiieii<^ // <■ rfcoinincnd one year s 
protection and have frequently 
inntetl out the disadiantap.es to 
media oj short protection jieriods. 

I.ess-than-one-year s rate protection 
discourages the planning of annual 
canipaigi s. It causes some advertisers 
to set up ahnornial reserves for rale 
iiurca.^cs. uhich, if not vsed. repre- 
sent a loss of revenue to stations. 
U here no reserves are set up and rates 
are increased, cancellations .sometimes 
occur. 

Uroadcaslers disagree on this issue, 
claiming tliat no other n;ediuni gives 
rate |)rotection of one year. The trend 
in t\ is to three months protection, 
tlie\ indicated, and in radio it is a 
h;ilf->eiir. "1 think the agencies know 
that there is more uniformity today 
in radio and tele\ision on rate protec- 
tion than from an\ other media. ' was 
a typical opinion. 

Howe\er. the A AAA committee, 
lieadt'd 1)\ Leonard S. Matthews of 
Leo Burnett, is composed of agenc\ 
|)eople who are no strangers to these 
|)rol)lems and who. according to 
Y&R's Pete Matthews, welcome the 
di>< u>si(m in the spirit that "any dis- 
cussion, any argument, any outcry 
serves to spotlight the various prob- 
lems and to help us do our part to 
institute better practices." 

.Ser\ing along w ith the Messrs. Mat- 
thew.- are Ruth Jones of J. Walter 
Thom|)son. who is vice chairman; 
Kohert H. Crooker Jr.. Campbell- 
Kwald; Edward A. Gre\. Ted Bates; 
Arnold V.. Johnson. Needham, Louis 
and Brorb) : Thaddeus S. Kelly. Mc- 
Cann-Krickson: Rett) McCow an. Hen- 
derson \d\ertising:Gertrude B. Mur- 
ph\. Long Ad\eitising; Frank S. Ott, 
I)' \\c\ \dvertising: Frank B. Kem|). 
(!(im|)loii \d\ertising: Sydney D. 
Rich. Jaffe-\aughton-Rich : Robert 
Riiss. \rthur Me\erhoff : Hollv Shive- 
h. r\\Ri>K: Pamela A. Tabberer, 
I illei . \eal. Battle & Lindse> : Ralph 
liif-ei of R. Jark Si iitt. and Keneth 
' Afu■^ of AA \ A. ^ 




PGW's new radio research study shows spot penetration at a glance through four ch< 
broken down by market groups. Discussing the study are (I to r) Ed Papazian, director 
media analysis, BBDO; Lud Richards, director of sales development, PGW Radio; Hj 
Maneloveg, v.p.-media director, BBDO; and Jack Thompson, v.p. -sales manager, PGW Rai 



NEW SPOT RADIO REACH 
STUDY HAILED BY ADMEN 

^ Detailed figures on spot radio's in-home penetratio 
are charted for Top 100 markets in PGW-jNielsen stud 

^ Quick method for determining coverage is projectabl 
to all areas. Day part breakdowns are due at month's en 



H 



ot on the heels of the 4A's recent- 
ly-documented suggestions for the ad- 
vancement of spot, Peters, Griffin, 
Woodward has come up with a sig- 
nificant research project that, accord- 
ing to agencvnien, should help boost 
the fortunes of the radio end. 

The PGW project, a detailed study 
of spot radio's penetration prepared 
in cooperation with Nielsen, fills in a 
gaping research hole for buyers and 
sellers. - . - - 

Basically the study will serve as a 
guide for agency planners to deter- 
mine what penetration an advertiser 
can achieve in the nietro|jolitan areas 
of the Top 100 markets at a given 
cost. "All the markets selected by 
Nielsen are representative, so the find- 
ings apply throughout each market 
group.'" said a PGW spokesman, ad- 



I 



ding that "since these findings ap|) 
to the Top 100 markets, the sau 
yardsticks can be utilized for the e 
tire nation. 

Although similar data has bf 
available for tv and other mad 
this is a "first'' for spot radio. A 
advertiser can now see that with 
light budget he can easily reach 2( 
25% of his desired audience an 
with a stepped-up campaign, he <aj 
reach as high as 84%. 

Among favorable agency reactio 
received by PGW, after the release* 
preliminarv figures this month, wi 
that of BBDO vice president-medi 
director Herb Maneloveg, who saii 
"The study contains exactly the t\p 
of information we have been askin 
the radio industry to supply for 
Ions time, from which the niedii 
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n onl\ benefit." Manelo\eg also 
i-ealed that, in the absence of this 

('orination, his agency "has initiated 
similar study" which will be com- 
•■ted later this fall. 
iPGW's effort was also termed "a 
^)st comprehensive study on the 
ich and penetration of spot radio," 
Bill Thomas, Tatham-Laird, N. Y., 
dia director. Anonymous agency 
lise was equally as vigorous. Said 



on3 media executive, "At long last, 
now we have something concrete on 
which to base reasons why a client 
should be using spot radio." 

Fuller & Smith & Ross' Pittsburgh 
media director Bob Pekarek called 
the study "the first breakthrough that 
gi\es us a guide for any product or 
products in general." 

The study, which is based on in- 
home data only, is broken down into 



four market groups: markets 1-5, 6-12. 
13-20, and 21-100. PGW used rating 
points as its springboard by which 
media planners could measure ])ene- 
tration. 

Advertisers can now determine how 
many spots are needed on one or 
more stations in a market to reach a 
specific percentage of unduplicated 
homes (see chart below). For in- 
i Please turn lo pape 61) 



Av No. 

Spots 
Per Wk. 



THE FACTS ON SPOT RADIO'S PENETRATION 



PER MARKET 



No of 
Stations 



Aijprox. 
Rating 
Points 
Weekly 



ALL MKTS. 



Weekly 
Cost of 
Minutes 
13 Weeks 



TIMES HEARD 



1 week 



4 weeks 



UNDUPLICATED HOMES 



1 week 



4 weeks 



MARKETS 1-5 



34 


1 


80 


S12,900 


3.9 


9.8 




21.4% 


3 1-38% 


49 


3 


80 


15,350 


2.4 


6.1 




33.4% 


50-57% 


89 


3 


160 


26,210 


4.1 


11.7 




40 % 


56-60% 


303 


4 


480 


71,000 


8.7 


26.9 




56.6% 


73-79% 








MARKETS 6-12 








1 
f 


28 


1 


80 


4,420 


4.0 


10.0 




20.5% 


33-37% 


39 


3 


80 


6,970 


2.3 


6.2 




36.2% 


54-62% 1 


70 


3 


160 


11,350 


3.8 


10.8 




42.9% 


60-64% 


241 


4 


480 


31,260 


8.1 


24.9 




59.9% 


78-84% 








MARKETS 


13-20 








1 


23 


1 


80 


6.810 


3.9 


9.2 




22.6% 


36-40% s 


33 


3 


80 


8,240 


2.3 


6.1 




35.3% 


53-60% 1 


65 


3 


160 


14,600 


3.7 


10.5 




43.4% 


61-65% " 


193 


4 


480 


37,250 


8.6 


26.2 




56.9% 


74-80% 








MARKETS 


21-100 








f 


28 


1 


80 


23,700 


3.6 


9.4 




23.6% 


36-42% 


36 


3 


80 


35,800 


2.0 


5.3 




39.1% 


59-67% : 


65 


3 


160 


58,500 


3.2 


9.2 




47.3% 


66-71% 


208 


4 


480 


155,000 


7.5 


24.0 




62.5% 


78-84% 
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what 
admen think of 

tv critics .... NOT MUCH 



l^art of the study. ^'Television Critics in a Free Society,^'' 
■done by Patrick M. McCrady. Jr., contains a section 
■entitled. "The .Adman's Tale.'' It is described as a rep- 
■resentatii e monologue compiled from actual conversations 
uith several advertising agency vice presidents. To what 




'First of all, I would like to know 

if you intend to quote me. If you do 
then forget about the interview.' 



■ irst of all. I would like to know if you intend to quote 
me. If you do. then forget about the interview. I see no 
reason why 1 should permit my remarks to be attributed 
to me. hat good would it do me? 

At- long as we've got it straight that this is ofl the rec- 
ord, here goes: 

ITie principal job of the critics is to be critical and 
in being this they have their own definite yardsticks and 
iH-r^onal standards. Actually, the run of critics are in- 
<om|»<'tents and second-rate writers. Thev're all trving — 
unsu ce^'fulU to be a Walter Kerr or a Brooks Atkin- 

don't have life-and-death power, but they cer- 
•■eat concern to us. Thev affect us in this 



extent an "average'' monologue can accurately reprt-tni 
opinions, SPONSOR leaves to its readers to decide. Th^ 
study uas conceived by the Fund for the Republic an J 
prepared uith financial assistance from the Center for the 
Study of Democratic Institutions, Santa Barbara, Cab' 



way: If the sponsor wants to move products he won't re- 
peat formats thai take a licking from the critics or the 
ratings. \^liat the critic does is create a conscience that 
was not there before. He definitely colors thinking, but 
it is not always as he intends. For example, if a show b 
described as lurid and violent, that probably isn't goin^ 
to hurt it an iota. He kills by calling it ineffective, dul 
or dragging. 

Actually, you can damn near forecast criticism. For 
one of our new productions, one of our people the other 
day predicted exactly the reactions of all but one of the 
major critics. 

Critics do not understand that television is still a mass 
entertainment medium. They want all these high-quality 
shows — but the fact is that nobody watches that sort of 
thing. The f' oice of Firestone, for instance, was not an 
economical operation. It was put on simply because ihf 
Firestone |>eople wanted to have it on — not to move 
products. 

They keep saying that we ought to put on more discus- 
sion shows. But this is economicallv impossible. What 
these birds want is either government or sustaining tele- 
vision. Commercial television cannot be an art form with 
nuances — the economics of the medium won't permit it 

Remember. Vm not an educator; Fm an advertisin* 
man. We will always give the |>eople what they want 
And if they want ballet we'll give them ballet. 

The eggheads fail to take into consideration that people 
just don't want to watch shows of an educational nature. 
Look where educational television is today. That ought 
to tell you whether or not people want to be educated. 
Nobody, but nobody, watches it. 

^ hat vou've got to realize, sooner or later, is the fact 
that a show is a vehicle for a product — nothing more. 
It can attract a bonus audience by good reviews, but the 
"dogs" just won't hold up. The Seven Lively .Arts, for 
example, couldn't carry on despite the good reviews it got 

How much do I personally watch television? ^erT 
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'How much do I personally watch television? 
Very little. I've got better 
things to do with my time.' 



le, I've got better things to do with my time. Oh, may- 
four or five hours a weeic — if that. I always watch 
fverick and the football games. But usually I'm too 
y to watch it. 

)on't get me wrong. We want to put on the very best 
grams possible. And we do appieal to minorities. 

*te the wrestling and fighting matches. They appeal to 

'pecific minority. 

Television has done so much for the people. I don't 
ik it should he criticized. Trouble is the critics them- 
es are incapable of objectivity. They are never al- 
ed to forget the fact that they are working in a medi- 
which is competing for advertising revenue. There 
]i fundamental antipathy between the critics and tele- 
on. Sometimes I think they forget they're supposed to 
^resent the television industry and the reviewers. 
(Ve have enough dissenters, inside criticism in effect, 
TOout having to rely on critics. We have the ratings, 
'ijjeting programs, and the tastes of the advertisers 
^mselves. Quite frankly, I'd say that the influence of 
critic — when it is felt — is invariably bad for tele- 
on. 

Tie critics yell for live television, hut they knock it 
It off the air by their individual critiques. They hurt 
because they're stupid. And they're terrible drama 
ics. 

I A certain spectacular), for example, was one of the 
atest things brought to television. I think the producer 
a"! the advertising jaeople connected with it deserve a lot 
4, credit. But the critics, instead, compared the show 
i|h the hook and the movie of the same title. There was 
rcall to do this. 

ftVve tried to do avant-garde things, but what hap- 
s? We get clobbered by the critics. And each time 
get hurt, it means no more attempts in that direction. 
" link they've helped to write off all of the good things 
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television is capable of. Now they're knocking fairy tales, 
for instance. 

We had a great show that the critics attacked for its 
"confined nature." O.K. .Never again will I be allowed 
to do anything like that. Maybe it wasn't really con- 
fined, but the sponsor, whose opinions aren't very strong, 
sits back and reads the critics. Then he comes to the 
c; nclusion that, well, maybe it was confined. The spon- 
sor's judgment is shaken after reading the critics. 

I'd say that the most important single event or cause 
of mediocre television was the replacement of Pat Weaver 
at NBC. Weaver was experimental, he was forward- 
looking, he had guts. And more than guts, he had 
imagination. But when he left, NBC got rid of all of its 
creative talent. 

No question but that the sponsors are the most im- 
portant figures in programing. They op>erate with a 
mailed fist. They don't let us make the decisions. The 
critics never used to be this important. As a matter of 
fact, it's only this past year that I have found myself 
I buying the early morning papers to see what they have 

The really bad thing is when you start questioning 
your own taste on account of the critics. I found them 
eroding my confidence in my own taste. But I can't say 
that I have ever lost any money on account of a critic. 

My trouble is I'm too idealistic. But I've got to re- 
member that there wouldn't he cheap fare unless it had 
an audience. Uplifting taste is a long, laborious process. 

Who's to blame? That's a good question. There are 
maybe 60, or 70 people who can properly he called leaders 
in television. They lose out hecau.se of competition which 
does not share their sense of responsibility. A lot of ad- 
rren just plain don't give a damn. 

If I were to assert leadership and provide the best 
possible programing, I would, first of all, ignore the 
critics. As a sponsor I would try to establish the closest 
pcssible confidence between myself and the advertising 
men. The critics are of no help whatsoever. ^ 




'Quite frankly, I'd say that the influence 
of the critic — when it is felt — 

is invariably bad for television.' 






NEW HAVEN MAYOR Richard C. Lee (center) explains to civic leaders from Albany, N. Y., hu3e slum clearance and urban renewal projects 
that were sparled by vigorous editorials on WAVZ. Daniel W. Kops, WAVZ, pres., and co-chairman NAB editorializing committee, is at top left 

PART IV-RADIO'S BIG NEW BURST OF CREATIVITY 

Radio editorials gain in power 



^ More and more stations taking vigorous stands as 
radio's new 'creative revolution' builds momentum 

^ Crusades for huge variety of eomniunity projects 
give medium edge over newspapers in many markets 



f\.-< radio's furious "battle of ideas" 
rages at the gra«s-roots level, a potent 
new weapon — unheard of and unlaw- 
ful as recently as 1918 is providing 
dramatic and increasingly exciting 
evidence of the medium's vitality. 

Ihis is station editorializing, the 
vigorous speaking out on local prob- 
lems and controversial issues by indi- 
vidual station management in special- 
\ prepared and broadcast editorials. 

I -•-■XW Vm. when the FCC reversed 



its famous "^Mayflower ruling," radio 
men were prevented from publicly 
taking sides on most community af- 
fairs. Unlike newspaper editors they 
were shackled to a position of theo- 
retical neutrality. 

But during the past 10 years since 
the lifting of the ban, the amount, 
degree, and quality of editorializing 
has been rising rapidly, and among 
radio men today there isn't a single 
aspect of programing that is being 



more enthusiastically discusssd. 

According to recent surveys, it is 
estimated that 40*^1 to 60% of the 
country's stations are now broadcast- 
ing at least occasional editorial, and 
that between 8% and 10% are editor- 
ializing regularly. 

Moreover, there is evidence that 
these ratios have begun increasing 
sharply during the past year, as sta- 
tions in their fierce competitive strug- 
gles to establish distinctive local per- 
sonalities and community importance, 
have turned to editorial treatments. 

The range, power, creativeness, and 
effectiveness of radio station editors 
would amaze anyone who has not 
been following this grass-roots devel- 
opment. 

In New Haven, Conn., where 
WAVZ owners Daniel W. Kops and 
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Victor W. Knauth were among the 
first broadcasters to exercise the edi- 
torializing right, the station was cred- 
ited by many with having "rebuilt 
the city." 

In 1949 Kops went on the air with 
editorials broadcast six times daily 
that criticized the conniiunitv's do- 
nothing attitude about its slums. For 
four years, in the face of an estab- 
lished political machine and against 
the opposition of both \ew Haven 
newspapers, Kops battled for a city 
government that would take positive 
action. 

Once his own mayoralty candidate 
had been elected, Kops turned his edi- 
torials to specific problems and ap- 
plied radio techniques to dramatize 
needs. One series of editorials, for 
example, brought about the construc- 
tion of a SOO-family housing project, 
previously stymied for over a vear 
for lack of a site. The only available 
one owned by the city was a munici- 
pal pig farm which received benefits 
from local garbage collections. When 
political red tape held up its use. 
Kops ran voices of people who needed 
housing, followed by the question. 
"Let's see vho are the occupants of 
this much needed land?" This was fol- 
lowed by the squealing and grunting 
of pigs, recorded by the station on the 
spot. 

Such tacti cs, and thev were con- 
tinuous, imaginative, and forceful, 
sparked the entire New Haven slum 
clearance program, regarded bv many 
civic leaders as one of the most ad- 
vanced in the country. 

In 19.57, Kops and Knauth bought 
\^TRY. in the Albany-Trov-Schenec- 
tady area, and recently have been 
conducting similar urban redevelop- 
ment crusades in upstate \ew York. 

The list of other effective radio 
editorializers is an almost endless 
one as is the list of the causes they 
have espoused. 

In a recent week, for instance. Ben 
Strouse, president WWDC, Washing- 
ton, recorded the broadcast editorials 
on these subjects: counterfeit drugs, 
the hospital ship S. S. Hope, the re- 
ligious issue in the campaign, voter 
registration, unfair treatment of un- 
wed mothers, and Virginia's vanish- 
ing shoreline. 

In Boston this past summer radio 
listeners heard WTEI commenting 



tartly on the "Name Game " ( the rush 
of many with the Kennedy surname to 
try to cash in on the Senator's nomi- 
nation) as well as a strong series of 
pleas by WBZ for increasing the sal- 
ary leVel of Boston's superintendent 
of schools. 

In Houston, Detetti\e J. B. Savelle 
was shot in the arm while on duty. 
Complications set in and his arm had 
to be amputated. Because the opera- 



tion was performed by a private doc- 
tor in a private hospital, the City 
Legal Department refused to pay the 
bill. 

Into the breach stepped station 
KX^Z with a fiery editorial demand- 
ing justice. Within a day, the Hous- 
ton City Council voted to amend the 
city code so that Savelle's case and 
all similar future cases would be ])r()p- 
( Please turn to pa'/.e r>2 I 



t- »' 




DRIVE ON RACKETS in Philadelphia, conducted by WIBG and Better Bujinejs 
Bureau. Above, recording capsule programs, William Peterson, executive director 
of the Bureau, Norman T. Hayes, Bureau president, and Fred de Slooverem, WIBG 
News. Broadcasts give details on current rackets and unscrupulous persons 



RADIO'S BURST OF CREATIVITY 

THIS is the fourth in a series of SPONSOR articles dealing with 
the amazing, but little-known, "battle of ideas" at radio's grass- 
roots level that is fast making it America's mos-t creative medium 

PART I [issue of 5 Sept.) detailed the reasons behind radioes 
new creative revolution, why it's happening and what it means 



PART II (issue of 12 Sept.) explained how stations, in fierce 
competitive fight, are creating many new public service features. 



PART III [issue of 19, Sept.) gave examples of the new music and 
talk program formats which are emerging in radio's "battle of ideas'' 



PART IV (this issue) discusses editorializing, the vigorous treat- 
ment of local issues that is giving radio new stature and vitality. 
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BUSINESS AS USUAL went on at Exchange National Bank of Tampa, who brought in tv ./ 
cameras during office hours, taped one commercial a minute, wrapped up eight In eight hours ^ 

BANK USES MOBILE TAPE 
TO SOLVE AD PROBLEM 



T^he coiiiinon problem among banks 
of allracling new customers found a 
simple, highly successful solution 
when Exchange National Bank of 
Tampa went to work on it. 

Selection of television as the adver- 
tising medium came naturally — once 
F^xchaiige executives realized it was 
easier to bring the bank to the people 
than vice-versa. The next step, how- 
ever, which method to employ for its 
spots, came more slowly, but con- 
siderable discussion with Exchange's 
advertising agency and the produc- 
tion staff at WFLA-TV provided the 
answer: mobile video tape, because 
of 111 its immediacy value, and (2 I 
the advantage of having the cameras 
on-s'-ene during banking hours, when 
activitv was at a peak. 

Eight one-minute commercials, each 
d"voted to one banking service, were 
scheduled for taping over a period of 
eight hours. This meant completing 
roin'hlv one commercial per hour — 
1 li"ht shootin? schedule to be sure. 

■ han"e discovered, not an im- 
I " p. 



Using three cameras, two on the 
main floor, (one in Savings, the other • 
in the checking-teller lobby), a third 
one the second floor in the personal 
loan department for the first five m 
commercials, in bookkeeping for the ^ 
last three, WFLA-T\^ worked out the ^ 
following schedule: -I 

7:45 a.m. Video tape mobile unit W 
and engineers arrive at bank and set 
up equipment. 

9 a.m. Commercial No. 1 — general * 
spot covering full-service banking. V 

10 a.m. Commercial No. 2 — spot 
on automatic banking. & 

11 a.m. Commercial No. 3— check- % 
ing accounts. ;| 

12 a.m. Relief period. 

1 p.m. Commercial No. 4 — personal ; ; 
attention given by bank officials. u 

2 p.m. Commercial No. 5 — personal % 
loans. jy; 

3 p.m. Commercial No. 6 — savings 
accounts. < 

4 p.m. Commercial No. 7 — spot ^ 
showing easy-to-understand state- 0 
ments. 

( Please turn to page 61 1 

f 



NIELSEMl 



^ New Nielsen tv-niagazinr 
audience measure to show 
duplication between media 

^ The media service to hit 
market next February after 
2,500 homes national survey 

^^ast week, the A. C. Nielsen Co. 
made public the announcement that it 
had taken a giant step forward in 
multi-media appraisal. According to 
Nielsen, its newest research imple- 
ment — the Nielsen Media Service — 
will measure magazines and tv audi- 
ences in the same national panel to 
report on the total audience, as well 
as overlap reached by the advertiser 
using both media. 

The amount of audience data avail- 
able for media researchers is enough 
to stun the uninitiated, but the lack of 
data on overlapping audiences among 
media has long plagued ad researchers. 

While not touted as a complete 
yardstick for tv-magazine compari- 
son, NMS data, say Nielsen people, 
will give advertisers something more 
tangible, and a little bit better to go 
on in making advertising decisions. 

The first syndicated service of its 
kind, the Nielsen Media Sen'ice is 
scheduled to hit the market some- 
time next February. 

It will be costly. 

What will the subscriber get for 
his money? First, a yearly report on 
the total audiences of 12 major con- 
sumer magazines; second, complete 
Nielsen Television Index data; and 
third, special reports on the total and 
duplicate audience reached by maga- 
zine and tv combinations. 

Those already subscribing to the 
Nielsen Television Index service, need 
only to add the magazine measure to 
avail themselves of the complete serv- 
ice: 

Some 2,500 homes will be visited 
to gather information to arrive at the 
magazine audience ( the number of 
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homes and adults reporting having 
read the average issue of the maga- 
zine). Each adult, 18 years and 
over, in the respective homes visited, 
will be interviewed individually. The 
consumer magazines which will be 
covered in the research are: American 
fFeekly; Better Homes and Gardens; 
Good Housekeeping; Ladies Home 
Journal; Life; Look; McCall's; Pa- 
rade; Reader s Digest; Saturday Eve- 
ning Post; This Week; and True 
Story. 

The homes selected for the personal 
interview test are also homes already 
equipped with Nielsen's Audilog- 
Recordimeter system, for television 
audience measure. 

A far cry from the first accepted 
magazine measuring procedure — a 
system which required two full sur- 
veys — one before circulation and an- 
other after circulation of the maga- 
zine, the method Nielsen is using is 
relatively simple, although it took the 
publishing industry many years to 
develop. 

The personal -interview -interest 
technique goes like this: The person 
interviewed is shown an identifying 
logo of each of the 12 magazines — 
one at a time, in random sequence. 
Next, the respondent is asked whether 
he has looked into any issue of the 
magazine during the past six months, 
either at home, or away from home. 
This is the "screening" question to 
focus on the magazines that might 
have been read. 

Step two of the procedure deals 
with "magazines looked into during 
the past six months" after identifica- 
tion is established. First, a recent is- 
sue (stripped to 12 major editorial 
features) is spread for examination. 
Next, the respondent is asked whether 
or not particular articles "look inter- 
esting." A response is obtained on 
each item. Last, after the issue is 
leafed through, the respondent is 
asked to state whether he definitely 
read the issue. 

The results of the magazine audi- 
;nce measure added to the tv audience 
measure will enable the advertiser. 
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HENRY A. RAHMEL, A. C. 
Nielsen executive vice pres- 
ident and broadcast direc- 
tor-manager, below, tackles 
the problem faced by adver- 
tising companies In compar- 
ing two different media. 
Rahmel's comparison of ap- 
ples and oranges is likened 
to the media differences, 
which, for the first time, 
have been measured and 
compared by Nielsen. 



ON APPLES AND ORANGES 

^^re they different? Certainly! 

But both are eaten and enjoyed by many. 

Few would deny that magazines are read or that tv is 

watched. And most advertising people agree that both sell. 

F urther, to belabor the obvious — people use magazines and 

radio and tv in different ways. For example: 

Tv and radio are concui rent-with-broadcast activities, 
whereas a print vehicle may be read one or more times 
in the course of hours, days, weeks and months. . . . 
The foregoing is not to bespeak pro or con regarding any 
specific advertising medium. Rather, they are facts of life. 
Since various media innately possess their own character- 
istics — and people behave differently with respect to them 
— the so-called apples and oranges aspects are really a 
consequence of inherent differences. And, of course, adver- 
tisers and agencies have right-along been making their ap- 
praisals and decisions accordingly. 

Lack of the single perfect yardstick which considers all 
media qualities does not defeat the merit of considering, 
and compositing the reach and frequency of advertising 
media in terms of their listening-, reading-, or viewing-audi- 
ence. 

This is now being done by advertising people to the extent 
that information permits. The Nielsen Media Service is a 
new tool to further these ends. 
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NIELSEN'S RECORDIMETER CHECKS TV DIARY 




NIELSEN'S AUDILOG-RECORDIMETER technique 
(Recordimeter shown here) has been in use since 
1954. Placed with the Audi log on each tv set in the 
sample home, the Recordimeter clocks hours of tv 
set usage for verification of the completeness of 
diary entries. Aboue 2,200 of the NMS area prob- 
ability sample of 2,500 homes own tv and are 
equipped with Audi log- Recordimeters. In this 
same 2,500-home sample, every adult, over 18 years 
of age, will be interviewed personally. The maga- 
zine audience measure, coupled with the tele- 
vision data will provide information on the reach, 
duplication of tv and magazines in combination. 
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uliosc l)U(ls;ct permits the use of two 
or three ruitioiiai media to seieul the 
hest media e(>iiii)iiiatioiis for reaching 
llie roii>umer. in the pa^t, tv and ra- 
dio audietK e data gave oidy partial 
measure. 

I'dr the heavy advertiser, those 
v\h(i invest in several national media, 
NMS. according to a Nielsen s|)okes- 
inaii. will olTer the opportunity to ob- 
lain llie desired s|)read of reach and 
fre(|uen( y among those families and 
individuals who are |)iime advertis- 
ing targets. 

Speaking before an audience of 
representatives of the press last week, 
1). 15. Lucas, head of the 
marketing dei)artment at 
New ^ ork I niversity, 
l)raised Nielsen's new 
measurement device. In 
his talk, lie reviewed the 
history of maga/ine audi- 
ence techni(|ues. 

\ former technical di- 
rector of the .Advertising 
IJesearch Foundation, 
and (me of the original 
audience reach and mag- 
azine researchers, Lucas 
hailed the Nielsen inno- 
vation as an economical 
and meaningful meas- 
urement to su|)plement 
current audience re- 
'• -irch tools. 

^-i'1. "Now we 



come to the combination of audience 
data for both major media: two 
major media which are so often com- 
bined in the schedules of national 
advertisers. This is a gigantic project 
requiring research competence across 
bith fields. It is fortunate that the 
survey methods have been worked 
out and widely accepted in both 
fields, so that they can now be inte- 
grated in one broad operation de- 
signed to supply independent survey 
findings to the industry." 

He added "Advertising men who 
have been trying to put together such 
unlike pieces as magazine copies and 



NIELSEN'S r.ew media service being explained here by Chaf Shaw, 
fhs company's execuflve vice president of sales service, will give sub- 
scribers combination data of two media: tv and magazine audiences 




television program audiences will be 
able to combine the more similar 
data on issue audiences and combina- 
tions with program audiences, both 
individual and accumulated." 

In conclusion, Lucas remarked, 
"This technique interest has not 
grown up without gaining an equal 
interest in advertising media plan- 
ning and in the design of data which 
will lead to a totally new concept for 
the assembly of media schedules. I 
must admit that I feel a great deal of 
enthusiasm in stepping over the 
threshold of a new era of media data 
which should play a major part in 
our objective of in- 
creased efficiency and 
economy for the adver- 
tising business." 

Though it is too early 
to judge general indus- 
try reaction, among the 
advertisers and agencies 
who have signed are 
Chrysler, Maxon. JWT. 
Westinghouse, and Life. 

At the press confer- 
ence unveiling the new 
service in New York, 
Henry Rahmel. execu- 
tive vice president and 
broadcast division man- 
ager, indicated that the 
firm hopes to extend the 
list of magazines covered 
by the new service. ^ 
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TV BASICS/OCTOBER 



Season opens with many new laughs 



^ All three networks reveal a trend toward comedy, 
with mystery shows taking second place 



Wi 



ith all the fall schedules in from 
the three networks, unfolding the en- 
tire Fall season's schedule, the un- 
usual trend is toward comedy shows. 
For the first time in many years, the 
television audience will pack away 
!heir gun and holster and enjoy a 
season of laughter through the win- 
ter months. But, although not many 



new westerns have been introduced, 
the old favorites in addition to the 
few news ones will keep the western- 
ers glued to the television screen. The 
total number of new comedies re- 
leased this season is 14 as compared 
to 6 westerns. The comedy figure in- 
cludes cartoons which number few. 
Many new mystery and drama 



shows have also been scheduled for 
the new season, with a total of 10, 
followed by 9 adventure shows. Au- 
dience participation, panel and sports 
took a small share, introducing a to- 
tal of only 3 new shows. 

The list directly below covers all 
specials by network, cost, sponsor, 
agency and scheduled date. At the 
bottom of the ])age is the average 
costs of network shows by type, 
which is 10 percent higher than last 
year for hour-long shows with little 
rise in half-hour shows. ^ 



Mill 
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SPECIALS SCHEDULED DURING FOUR WEEKS ENDING 23 OCTOBER 



PROGRAM (NETWORK)* 


COST 


SPONSOR, AGENCY, DATE 


All Star Circus (1\ ) 


§285,000 


Timex, Doner Co., 10/21. 


Fred Aslaire 


350,000 


Chrysler, Burnett, 9/28. 


Bell & Howell Closeiip (A ) 


20,000 


Bell & Howell, McCann-E., 9/27, 10/13. 


Bell Telephone Hour (^) 


285,000 


AT&T, N. W. Ayer, 9/30, 10/14. 


Victor Borge (A) 


275,000 


Pontiac, MacManus, J. & A., 10/6. 


Bing Crosby (A) 


300,000 


Oldsmobile, Brother, 10/5. 


Bob Hope (IS ) 


320,000 


Buick, McCann-Erickson, 10/3, 10/22. 


Hour of Great Mysteries 


110,000 


Dow Chemical, MacManus, J. & A., 9/27, 10/18. 


Donald O'Comior 


250,000 


Brewers Foundation, JWT, 10/11. 


Our American Heritage (IS) 


230,000 


Equitable, FC&B, 10/21. 


Pre-World Series (A ) 


3,000 


Union Carbide, Esty, 10/14. 


W orld Series (IS ) 


3,600,000tt 


Gen. Motors Corp., McCann-E.; Gillette, Maxon; 10/5 
10/10. 


ttTllis is a package price and includes time, rights. 


production and cable 
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1. NETWORKS TV PROGRAM 
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AVERAGE COSTSt OF NETWORK SPONSORED PROGRAMS 



Cost Number 


Cost Number 


Cost Number 


Cost Number 


Half-hour western 
$40,500 14 


Half-hour comedy* 
$38,250 24 


Hour adventure 
$90,714 7 


Hour mystery 
$88,900 10 


Hour western 
$87,750 8 


Half-hour anthology 

drama 
$42,357 7 


Half-hour aud. part.** 
$33,000 9 


Hour variety 
$128,250 6 



tAverige estimated total "Hst price" tor 52-vteek buy. ♦Includes cartoon series. "Includes panel. Interview and game shows. 
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NIGHTTIME 



C O M P A 



SUNDAY 

ARC CBS NBC 



MONDAY 

ABC CBS NBC 



TUESDAY 

ABC CBS NBC 



DNI 



ABI 



FYI 

lult 



Meel The Pres 
.MtnhttUo Shlrtt 
(Danlil * 
Ctiirlnl 
I L M.9M 



John Dlly 
News 



|ohn Daly News 

bust. 



John Dil|^ 



1 



Twentieth 

Century 
I'nidtntltl 
tBMtCl 

n r si5.M< 



People Are 
Funny 

S<iu]lili.'i lUons' 

huf ic TiHrl 



Creit Debate 

19 2«; 9:30- 

liii.'ini susi. 



D Edwirds 
Amer Bomt 

(RllMl 



News 
Tmco IC4WI 
N-L J«.50»1t 



Pre-World 
Series Show 
iio/i; --ao- 
8:301 0 



No net service 



D. Edwards 
Am. Homt 

(BltMl 

Schllu I 1 



News 
Teitco tC*W> 
y-L JH.SMtt 



Wjlt Disney 
Presents 

t: MIIK iDFS 
i ]Aidtn* lMilli«> 
l>trli> iMrt'Ki 
BrIIln (JWTi 



Lisue 

<'tiiipb«ll 8oup 
(BBnOI 
A r JJT.MB 



Shirley Temple 

Kf.\ IJWTi 
B'Nul i.t(t 
SiTfrs tY&Ri 

scK tro.ooci 



No net service 



D Edwards 
Am^r Hoai« 
Irtpeit feed! 



News 
Texiro 
Irepfat fw^l 



Expedition! 
Kilston (OB&B) 
$000 



No net service 



D Edwards 
An. Home 
alt Arlililz 

I mum l iM I 



News 
Teltco 



Maverick 

30 11:3111 
Sil>rr Co (TAR 
"-Mt^tt (TAB 
Noirmt (SSrB) 
W K J.SJ.WM 



Dennis The 
Menace 
KellocKBumeU) 
Beit roods 
(GB&B) 

S3«.»«« 



Shirley 
Temple 



Cheyenne 

(1:301:301 
Riliton (Oard.1 

!'««• I'aul IDFSI 
Krls-Mjfrs 
(OBMl 
I nlnn rir.(Estjr 



Charlie Farrell 
Show 
Am. Homt 
(Bitell 
ScF 318.00(1 
To Tell The 
Truth: 



Riverboat 

(7:30 8:30l 
Gold Snl 
iCamp. Mith. I 
DuPont IBBTK) 
Bloc* ISSCBl 
A-K S7,1.0<lii 



TBA 



No net service 



Laramie 

(T:30-8:30l 
OolcaU (Bateil 

Brn. & Wrasn. 

(K.M&J) 
Dov IMacM. 
J&Al 



Hong 

17:30-1 
Kai.ier 
Armour i]| 
^aipto 

& rol 

\-F 



Maverick 

Remolds I K^ly I 
\niHHjr iKC&R 
I'nion I'arhiilfl 

Ilfrlir IMH- El 



Ed Svlliva* 

(8->l 
Colcfta (Batnl 
all Kndak (IWTl 
V-L J85.8OT 



National 

Velvet 
Retail IBBnOi 
nen .Mill.< 
ItiRDOl 
AK S.'iy.nnn 



Cheyenne 

R. J. Reynolds 

<Kslyl 
PAO (B&Bl 



Pete and Gladys 

(Goodyear ( .. . ) 
Carnation 
(EWRR) 
.-v-K $.17,000 



Riverboat 

R. Dieest (JWTi 
P&O (BiBI 

War. Lam (Batisl 

Nor. Phar. (BAB 
R. J. Reynolds 
lEstyl : Studc. 

ULAlOi 



The Rifleman 

P&C (B&B) 

rt-F $40,000 



Father Knows 

Best 
Scott (JWT) 
Bris-Myers 
(Y&RI 
tellogg (Burnettl 
k-F $31,000 



Laramie 

B Nut U(f Savfr« 
(Y&BI ; Pitt. 
Plate Glass 
(BBI)OI : Ptm- 
tone (Mathesl ; 
Pan Amer. CofTee 



Hong 

Derby iM 
Rilrhle i 



H 
(I 



Law Man 
H J. Reynsidi 
(BitTl 
Ullltehall 
(RatMl 
W r J«.»0< 



Ed Sullivan 



Tab Hunter 

p. Lorillard 
iL&Xi >Ves|. 
(lot (RRl)Ol 
l>rP $.w.nnii 



Surside 6 

18:30-9.301 
Brc A Wm«D 
(Batei) 
Pontiar 
IMa<'MJ&Al 
A F SI 211.000 



Wells Fargo 
Amar Tobacco 

wr I47.M0 
Bob Hope 



Wyatt Earn 
run Milli iliPHi 
alt P&Q 

(Comptonl 
(V.P 140,000 



Dobie Cillis 
Pllliburr 
(Burnettl 
alt 

Pblllg JlorrU 

(Burnettl 
k-r I37.M0 



Alfred 
Hitchcock 

Ford (JWT) 
My-F »«5.000 



Ozzie 6 

Knlat 

ScF 



The Rebel 

I'niim rarbide 

PAQ (T&Bl 



C. E. Theatre 

Geo Electric 
IBBTIOl 

nr r t-iLonii 



The Chevy 
Show 

(Ht 2 St 

(•■101 
Oierrolet 
(Cams- El 

V L $120.0111 



Surside 6 

Cluett I*eatHj(Iy 
IL&N) 
Whitehall 
(Bates) 



Celebrity Talent 
Scouts 
Geo Foods 
(BAR) 

V-L $42,000 



Klondike 
R. J. ReynoMa 
(Eitjl 

4 ■ F $3l!.00O 



Stagecoach 
West 

(9-10) 
r. Mtrs. (G E) 
B & >V (Esty) 
Miles (Wadel 
Ralston (Gardner I 



Tom Ewell 
juaker Oats (. ..) 

P4G (B&B) 
:cF $38,000 



Thriller 

(9-10) 
All state (Bur- 
neU) : Glenbrook 

(DPS) : Am. 
Toba(W (SSCBI 
nupont (BBDOp 
r t i in.onr 



Hawaii 

tHJOlll 
Carter ( 
Hlilla 
(Baual 

iMj r 



TO) 

ktw 



The Islanders 
(9:30I»J01 
LAM (Mc BI. 
J. B. \Vra~ 
( l*arl[>on) 
War. - I^m. 
(Kale-' 
\ III iiiil 



Jack Benny 
Uver I JWT I 
.'^lale Farm 



The Chevy 
Show 



Adv. In Paradise 

(0:30-10:301 
Don <Mac.MJ&AI 
DuPont (BBDO 
>>'hiieliall I Bales) 
Noxzema (SSCB) 

AP $1I0.00( 



Spike (ones 
Show 

Gei Fooda 
(BAB) 
MuL $47,500 



Dante 
A. Oilrer (Wade 
Sinijer (Y&R) 
My-F $37,000 



Stagecoach 
West 
Gen. Fds (OBMl 
Bell & Howell 
Closeup 

(9/27: OIOl ^ 



Red Skelton 

Show 
L9/20) Pet Milk 
(Gardner) alt 
8. C. JDinaon 
(^XAB) 
ic-F J14.000 



Ckl 1 



Thriller 
B-Xut LKe 
Savers (Y&K) 



Hawaii, 
Am. 

(B>ml 
Bar BHi ' 

iKAtl 
OldimAi *' 
(Bnitbef 



Pi 

*ii) 

Km 
» 

EM 



The Islanders 

tdllnl .Mlr> 
(famp. K 



Candid Camera 

Lever i.IWT) 
Bristol -.Myers 
(V&H) 
AuP L Ml.nni 



Loretla Young 

Torn (Noniil 
alt Warcflr Ltn 
(Ltm & Feaaley) 
Dr-F »4».50C 



Adv. In Paradise 

L*eM (MH-El 
J. B. >Villiams 

(Park son I 
Rijrlinelon Mills 
• Donahue A Toe) 



New Comedy 
Showcase 
(Ii 9/19) 
Lorlllard (T.AN1 
>(t Gen. Poods 
(TARl 
ScF J18.00« 



Barbara 
Stanwyck 
Theatre 
A. Culver (Wade) 
.\raer. Gas Co. 

(L&.N) 
irF 141.0011 



Alcoa Presents 
Alex (FKBl 

Dr-F $:iH.000 



Carry Moore 
Show 

'lymouth ( „ I 

S. C. Johnson 

(NUbB) 
>olarold (DDB) 

fr T tin,nnn 



NBC Specials 

(10-11) 
Various $pon.sors 
. .. $000 



'-4 X 



Naked C 

no lis: 

Brli. 
(ORM) : 
Wmsn. 
~>upont Bt 
>o» ( MacM 

H i I I i» 



• 



vValler Winchel 
Show 
llaxel lli-liop 
Ua> Sfjecl' r 

>• A ll: 



What's My Line 
Kellocc 
(Bomettl 
Sunbeam 
(Pen-In Paua) 
Qh tSt.OOt 



Life 
This Is Your 

Hli«4i (GrcM 
\uP L S'.T.Oni 



Peter Cunn 

Brl>(ol-Myers 
iDCSSi. R. J. 
Keynol(].s (Esty) 
MyK. $39.onr 



June Aliyson 
DuPont (BBDOl 
Dr-r S44.0OO 
Presidential 
Countdown 

(8/:z-:o/3:) 

Westlnchouse 
Ketc*n)nnMacL) 



Jackpot 

Bowling 
Bayuk ( Werman 

A: Schorr) 
Brunswick ■ Balke 

I.McC-Ei 



No Net Service 



Carry Moore 
Show 



NBC Specials 



Naked 

kinbeam 
<lii>ayder 

Bing Cl 

10/5; It- 



♦ 

ilHI 



t. Pricea do not inclnde aastAining:, paiucipat- 
'Tio. Costa refer to average show coata including 
The; are rroat (inclnd* 15% »teacj commiMiom). 



They do not tnclnde commercisis or time charges. This chart covers period 

29 Auf.-25 Sept. Program types are indicated as follows: (A) Adventure, 
(Au) Audience Psrticipation, (C) Comedy, (D) Documentary, (Dr) 



<We! 



SPONSOR • 26 SEPTEMBER 1960 if" 

I 



\ G R A P H 



26 SEPT. - 23 OCT. 



DNESDAY 

,tS NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS 



NBC 



SATURDAY 

ABC CBS NBC 



. 

_ 

B vardi 

H KBitM) 
• r (DFS) 
j4 il^.^ooti 



John Daly New] 

SUSt 



John Daly New 



Niwi 

Teiaro u'AWt 



Great Debate 

(t0/t3; 

SUSt 



D Edwardt 
Philip Morrli 
(Burretl) 
alt Kdlllti! 
( 

SI. t9..iaott 



News 

Tpxiro (TAW 
Nl. JS..'«H)»» 



Great Debate 

(10/7; 7:30-8:30 

SUSt 



D Edwards 
PirlUmi nl 
(BAB) 
■It Amer. Borne 

(Biteil 
N-L I»..'1(M1»< 



News 
Tmro (C»W) 
N I. $«.5fl«tl 



Campaign 
Roundup 

(lO/I; 7.30-8) 
(10/8; 8-8:30) 
(10/13; 7-7:30) 

SUSt 



No net service 



No net service 



No net service 



Dr vardi 
At Homi 
It irttr 

.r«.. fMd) 



Newt 

Tei«<>o 
(repeat tfdt 



D Edwards 
Philip Morrli 

(repaat fe«d) 



News 
T#x«rl> 
(repe«l feed) 



D Edwards 
rirlUment 
■It Amer, Home 
(repeat fwj) 



News 
TezicD 
(repeat f»«<l) 



A uanauts 

il'!8:30: 

Iturnett) 
Itt' (I>&N) 
!l (L&N) 
ksscB) 
(B&B) 

187. noi 



WaKon Train 
(7:30-»-3»i 
rnrd (iwT) 

W-P $88.00(1 



Guestward Ho 

Ra'slon (GUJtll 
Gardner) 
7-fp (.IW-n 
t^e-V $38,000 



The Witness 

(7:30-8:30; 
K. .1. Reynolds 
(Kst.v) 
H. Curtis 
Esquire 
Sihlfl< 
Dr-P $78,000 



The Outlaws 

(a/29 S; 7:30- 
S:30); OolU Sea 
(Ayer) ; l!rn. & 
rt msn. (K. M&.1) 
Dupont (BliDO) 

Fonl (JWT) 
W-P $.S8.00ll 



Matty's Funda 
Funnies 

-Mattel 
(Carson Hoberts 
»c-F $10,001 



Rawhide 

(7:3D-«-3»l 
V an Ca mp 
(EWKR) 
Parllameflt 
(B&R) 
vv.p tHO.OOO 



Dan Raven 

(7:30-8:30) 
Brn. & Wmsn, 
(KM&J); B-Nul 
Life Xav. (Y*K) 

Dmv (Mi&A) 
Prestone(Mathos) 
Sly-F $79,000 



The Roaring 20' 

(10/15 K; 
7:30-8:30) 
Dupont (BBno 
Anahlst (Bates) 
Ritchie (K&E) 
Derby (.Mc-E) 
. . $no( 



Perry Masen 

(7:3» II '»l 
Colcatt (BatMl 
Parliament 

(BAB) 
MT'P IM.OOI 



Bonaaxa 

(7:S0-a:Sf) 
Gen. Food* 
(TCABI 
DuPont (BBOOl 

Am. Tol.. (BBDOl 

ItCA (4WT) 
\\-r |7>.M< 



*Viauts 



Wagon Train 
R J. Rejnotdi 
(Eftr) 
Nafl Blle. 

(Mc-EI 



Donna Reed 
Campbell 
(Rnno) 
alt 

Johnson & J 
(T*R) 

sc-p $10,000 



The Witness 



The Outlaws 

B-Nul Life Saver 
(Y&R) ;War-Lani 
(LAP); Colgate 
(Bates): Stucle. 
(BBl)O) ; Pan 
Amer. Coffee 
(Carao.-Mlth.) 



Harrigan O Soi 

(10/7 S) 
Reynolds (Prank 
CC-P J39.00( 



Rawhide 
Vablioo (Me-B) 



Dan Raven 

Mentholatum 

(JWT) 
studebaicer 
(DArcy) 

(lo/si: 
7:30-8:30) # 



The Roaring 
20's 



Perry Mason 
SterlUll (Drsi 



Bonanxa 
■•fi epao 



I : Dead 
llvet 



Wmsn, 
I es) 
ft $39,000 

^■Nenaire 

'Wr)(Batai) 

tiSewlnv 
TAB) 
Mt.OOO 



Price Is Right 
Uier (OBHI 
alt .Speldal 

(NCAK) 

fl-L $22,.->O0 



The Real 
McCoys 

PAO (COMVtOBi 

Sr-F $41,000 



Bat Masterson 

(9/29 S) 
Sealtest (Aycr) 
Hills Bros. 
(Ay.r) 
W-P $39.0011 



Flintstones 
Mllei IWade) 
■It 

R J Rejmoldi 
lE>tT) 

CC $44,001 



The Lone 
Westerner 

War. -Lam. (LAP) 
B-Nut Life savers 

(Y&B) 
W-F $38,000 



Leave It Ti 
Beaver 
Raliton (Otrdner. 
OBAB) 

GE (Grey) 
Sc-F t30.00< 



Checkmate 

8:30-9:30) 
Brn. A Wmsn. 

(Bates) 
Uver (K&E) 
Kimberly Clark 
(PCB) 
My-P $80,001 



Tall Man 

K. J. Reynolds 
(Esty); B-Nul 
Llft.SaverslY&Rl 
W-F I3S.001 



1 



Perry Como 
Kraft (JWT) 

-L S123.000 



My Three Sons 

CheTrolel (C-Kl 
So-P $49. .100 



Bachelor Father 
VMiIteball 
(Bates) 
alt Am To* 
(Qumblnnerl 
■!l--F $38,000 



77 Sunset Strip 
iS-lSi 
Am Chicle 
(Rates) 

Mr-P tss.m 



Bell Telephone 
Hour 

(9-10) 
AT&T(N-W Ayer) 
V-L $175,000 



Lawrence Welk 

(S-IS) 
Dodie (OrantI 

J. B. Williams 
(Parkson) 
MuL US.Ott 



Checkmate 



The Deputy 
Kellof ■(Bumttt) 
alt Gen Clfar 

(TAR) 
Polariod (nn&B> 
W F Mt.oon 

B. Hope (10/22 
3:30-9:301 (" 



ji*t a 

iTtt 

(Kttrl 



iMrera 
a 48) 
1- • tK.tOt 



Perry Como 



Untouchables 

(9'3»-1»:301 
Armour (FCT) 
LAM (Me-E) 
(Vhltthall (Bites) 

t'nlon Carbide 
(Ksty) 
My-P $90,000 



Tennessee Ernie 
Ford Show 

Portd (.IWT) 
L $4.).noo 



77 Sunset Strip 
H Ritchie 
(KAEl 
R. J. Reynoldi 
(EatT) 
Whitehall 
(Bttei) 



Mr. Carlund 

Plymouth (Ayer) 

LAM (DFSI 
A-P $37,000 



Bell Telephone 
Hour 



Lawrence Welk 



Have Cun, Will 
Travel 
Whitehall 
(BatM) 
alt LeTtr (JWTi 
W-F $4».»00 



Protect 20 
(a:3»-l»:S»l 

•ust 
The Nation's 
Future 

(11/12 S) 



S iel Hr 

It lO-Ul 
Dl '<teel 



LLitlS.KH) 



Peter Loves Mary 

I'&G (B&B) 
'ic-P $38,000 



ft 



Untouchables 
Ritchie (KAE) 
Victor Borge 

(10/0; 
9:30-10:.'!0) m 



Person to 
Person 

(9/29 S) 



Groucho 
Marx 

.orlllanl (LAN) 

Toni (North) 
VuP-L $.")3.000 



Robert Taylor 
in The 
Detectives 

r\a 

(BAB) 
My-P $45,000 



Twilight Zone 
(Jen Pood (TAR> 

Klmberly-Claik 

(PCB) 
A-F S3H.no(i 



Michael Shane 

(10-11) 
Oldsmoblle 
(Brother) 
Pitt. Plate Glass 

(BBl)O) 
)upont (BBDO) 
lly-P $78,000 



Fight of the 
Week 

Gillette (Maion) 

Miles (Wade) 
.Sp-L $45,000 



Gunsmoke 
1.&M (DPS) all 
9l>flrT7-Rand 
(TAR) 
W-P $42,000 



Project 20 



heatre 
lS-11) 
'onf 

lO) 

130. OM 



No net service 
Fred Astaire 

9/28; 10-11) • 



Silents Please 

SUSt 

Bell O Howell 
Closeup (10/13; 

io:;jo-il) 9 
Cmpgn Roundup 

"(l/'20; 10:30-11) 

SUSt 



June Allyson 

(9/29 S) 
[hipont (BBDO) 
)r-P $44,000 



^o Net Service 



Law & Mr. 
Jones 

(10 " .SI 
PAG (B&B I 
\-P $41,000 

Geat Debate 

110/21; 10-11) 

SUSt 



Eyewitness to 
History t 

(9/30 S) 
Firestone 
(C-Kl 
I'.A $25,000 



Michael Shane 

t-Nut Life Savers 

(Y&B) 
All Star Circus 



No net service 



Man From 
Inter pole 
Sterllnc (DPS) 
A-F I25,(K)0 



Drams. iF> Film. (I) Interview, (J) Javesile, (L) Lire, (M) Misc. 
iMu) Mnjic. (My) Myster.v. iN) News. (Q) Quiz- Panel. (Sc) Situation 
Comedy. (Sp) Sporta. (V) Variety. (W) Western. tNo charge for repeats 



SPONSOR 



26 SEPTEMBER 1960 



L preceding date means last date on air. S folluwing data means starting 
• hite for nt'vv shiiv\ or spunsor in time slot. 



43 



Over 67 billion dollars in retail sales ! That's the amount forfeited last year alone, in the top 15 
markets, by advertisers asleep at the switch in buying habits caused by the ever -increasing 
expansion of the suburban and "extra-urban" areas. (Since 1950, suburban retail sales in the 
top 15 markets have zoomed 93%, while urban sales grew only 22%.) 

To reach this wide-awake market, you need spot television. Because only spot television 
lets you select just the markets you want, and provides the unbeatable advantages of televi- 
sion's sight, sound and motion to sell the entire area— with equal impact. 

Don't you miss outi Our new "Telemarketing" study will give you the eye-opening facts 
on where money is being spent today and the first authoritative preview (prepared by Market 
Statistics, Inc.) of where it will be spent in 1965. For your copy, call PLaza 1-2345 or write to 
485 Madison Avenue, New York 22, main office of CBS TELEVISION SP(S)T SALES 

Representing WCBS-TV New York. WBBM-TV Chicago. KMOX-TV St. Louis, WBTV Charlotte, KHOU-TV Houston. WJXl Jacksonville, WBTW Florence. 
WCAU-TV Philadelphia. WTOP-TV Washington, KNXT Los Angeles, KSL-TV Salt Lake City. KOIN-TV Portland, and the CBS Television Pacific Network 



"Does he 
know 
what he's 
missing?" 



^DAYTIME 



•J 



C O 




P A 



ABC 



!>UNUAT 

CBS 



NBC 



L4mp Unto My 
Feet 



worl^Senes 

ilil .i lll'll; 
13:15. l.-t.-|. 
Conrl. ) 



ABC 



MUNUA T 

CBS 



NBC 



December Bride 

lUlt 



Dough Re Ml 
luai 



ABC 



CBS 



NBC 



I ecember Bride 
•uat 



JouKh Re Mi 

l*r<K-tor Silrx 
(9/13 S) sust 



alt sust 



ABC 



(.oolr Uo & Live 
•□II 



Video Village 
luit 



flay Tour 
Hunch 
Bm. & Wmin. 
alt Whitehall 



Collate 



Video Village 
suit 



Play-Hunch 
Collate alt 
Hirtz 

Sterling alt 
roUatr 



UN in Action 
lull 



Day in Court 

I II), 10 SJ Dim. 
C Jolinstm, 
I'oncls. .I&.7 



Love Lucy 
sust 



Price Is Ri{ht 

sust. 



8t«rllDi 
alt Vrbltahall 



Day in Court 

(10/11 .s-| 

>ow. INinds, S.<\ 
Johnson, J&J 



Love Lucy 
sust 



price rs Rlghl- 
sust 

Mentholatum 
(10/4 
alt sust 



Day in Co 

(10/18 s- 
(w. Pond*. 
Jcxihson, 



■J- 



Camera Ihrrr 
sail 



Love That Bob 

HI 10 S) 1>0H. 

S. C. Johnson 

Ponils. Miles. 
J^J. L. Esther 

Rl.i ll l.ll Ou il 

Dim 

Maxivell lli.use 

The Texan 

I lll/ltJ K) 



Clear Horizon 
sust 



Concentration 
Culrer alt 
Lever 
Mennen alt Lever 



Love That Bob 

(10/11 Sl Do«-. 

'iHlds. .K. C. 
Johnson. Miles, 
Lady Fl'.ther 



Clear Horiion 
sust 



Seott 
alt sust 



i.oncentration 
Frlildalre 

A. Culver 

alt 
Iteming 



Love That 

10/12. "^I ! 
Johnson, 1 
onds. .MIln ' 
Lady Eji 



Matty's Funda) 
Funnies 
.Mallrl 



Love of Lite 
lust 

imir BotD* Prod 
alt sust 



Truth or 
Consequences 
Miles 



Restless Cun 

Armour. Dow 
s. C John.son 
The Texan 

110/11 ,S) 



Love ot Lite 

sust 



Truth or 
Consequences 
Sablsco alt suit 

Culver alt sust 



Restless ( 
Lever, J A 

INinds. 
The Tex| 

110/13 



Search tor 
Tomorrow 



II C UU I U B g TH U 
Culver alt sust 

I'&G alt 
Mentholatum 
(10/3 SI 



Queen-Day 
Ham, Poods, 
HtUs. B out. 
Noxema, Mlo.- 
Maid 



■SlJIclTTor" 
Tomorrow 
P&O 



Roclty b 
Friends 

!rn. Mills. .\mer. 
rillflr. rrtrr Vtu 



Wueen-uay 
Hartz, Gen. 

Mills, Ei-Lai, 
J&J, Staler, 

Borden, Lever 



1 1 Could Be You 
Miles alt sust 



Cuidinc Lifht 

PJbO 



Siidinf Ll{ht 
PJbO 



"*G (10/4 SI 
alt sust 



Queen- Dff'* 
-Nut. Gni.l 
ever. A. Clj L- 
Ponds, Stei^ 



About Faces 

I'nnils. Ihnv 
niiltehall 



News 

(1-1:05) 
sust 



No net service 



No net service 



About Faces 

Ponds, Dow- 
Lever. 
3. C, Johoson 



News 

(1-1:05) 
sust 



Ho net service 



■lo net service 



About Fscf 
8. C. Johns 
I-ever. r 
Maxwell Hmitntl 
Dow 



College News 
Conference 



Pro- Football 

ll'artir. I (1:4.1- 
concl. I 9/23 S 



Frontiers ot 
Faith 
suit 



World Tarns 
P*Q 

Nabisco alt 
H. Curtis 



Ne net service 



World Turns 

p*o 

SterlliK alt 

sust 



^0 net service 



1" 



Bridge 
No. .\mrr. Van 
Lines, Shuailyrr 



fl WL P WlUJ ll 

( 2-roncI.) 
Natl. Brewing. 
H ref!loTul; 
flenessee. *4 reg. 



Djy In CiBrr 

'onds, Sterllni. 

Esther, Toni. 
C. .Ttrfinson, 
Ueynolds. Miles 



Pro- Football 



Full Circle 
niit 



Jan Murray 
Show 

lUlt 



vay in uourr 

Tool, J.AJ., 
Monarrh. Lidy 
tlier, S.C.John. 
Nut, O. London 



Full Circle 
tuit 



Jan Murray 
Show 

lUlt 



Dav In ^ 

V-hltehaU. 



Pondf, Sterllnc, 
Beech -Nut 

Johnson 
Dow 



uaie ^torm 
terllni, Poodi, 

Dow. Lever 
oad to Reality 

(10/11 H) 



League 
(ten. Clear. 
I <N>leaie, Schick 
<*arlinES 



Art 



Pro- Football 



Liok letter 
Lever 



J. B. Williams 
Van Caj>p 



Loretta Young 
sust 



rt Linkletter 

alt Scoit. 
. B. WlUi ains 
Eallofi 



Loretta Young 

<ult 



Geld Seal alt 
Tonl (10/11 SI 



Cale Storm 
].ever, 

C. John.. " 



oad to Re; 

(10/lSS) 



¥ »»"g D r . 

Malone 
Leeiuine 
alt Gold Seal 
~P4:G~ 



loung Dr. 
Malone 

rhemstrand 
terling alt P&G 



Amer. Football 
I'iels. Renault 
Sinclair. Pabst 



Pro-Football 



leat The Clock 
Armour, Ex-Lax. 
I. C. Johnson 
Dow. Ponds 



Millionaire 

sust 



UT int LlicK 
Lever. J&J. 
Bee(A-Nut 
Lady Esther, 
3. c. Johnson 



Millionaire 
suit 



l.«ver. Armour 
l!-Xut. JA^I. ,S.C. 
lohn.. L. Esther. 

Tonl. Melmac 



eat The Cb 
J&J, Arasii ii 
aler, Beech-t ■ 

8. C. Johnw 
Dow-Cora iBi 



Amer. Football 



Pro- Football 



/erdict Is Yours 

sust 

Amer Home 
alt sust 



Frem These 
Roots 
suit 

sust 



Iho You Trust? 
Kx-Lex. Ponds 
^Tiltehall, Coty 
Doiv-Comlnc 



srdict Is Yeurs 

Armstrong 
alt s ust 
,Scott 



Frem These 
Reots 
sust 



' /ho You Trw I 
\ MetA-Nut. Oi 
: ds, El-Ux.J. ? 
I »1. Lady ait J 
I ever, Mln. Ui 



AlMCIIlJII 
Bandstand 
3en. Mills, Lever 
PoUi Miller, 
Western Tablet 



mU KS6M Yif 
Daddy 

(10/4 SI 
sust 



Brifhter D< 



Amer. Football 



Pro Football 



Brifhter Day 

sust 



Secret Storm 
imvT SUms* Prod 



American 
Bandstand 
Welch. Lever. 
Gen. 31111s 



er Day 

sust 



sust 



Secret Storm 
Om Mills 
alt amtt 



<ake Room For 
Daddy 

sust 



Amer. Band 
*ecb-Nui, 
lUMur. 



Amer. Football 



Amer. Band. 

Armour 



Edge ot Ni{ht 
p*o 

H. Curtis alt 
suit 



Here's 
Hollywood 

sust 



Amer. Band, 
onl. Hollywood 
( andy. Nortbam 
War. 



dfe ef Night 

p*o 

Btorllna 

I R. T. French 



Here's 
Hollywood 



Amer. BsndJ M 

Gen Milb 
Tollywood 
Tick Chamie 



am^ ^ 



|V<atty's Funday 
Funnies 
Millel 



American 
Bandsrand 
«D-ap 



American 
Bandstand 



Amtricaa 
Bandstsnd 
••-oo 



Friends 

Orn. .Mills 
Amer chlile 
I'l-IIT Paiil 



College Bowl 

(to/2 S) 
(IE 



Lnur nunruy 

Reporting 

.Amer. Photo. 
I'opy Eiiulp.. 
Kemper Ins. Co. 



Rin Tin Tin 
O.n Mills 
oad to Reality 

1 10/10 SI 



Rocky b His 
Friends 
Gen Mills 



( aptain Calls 
Oen. Uim 

Tiier. Honif Fi 
rrarkcr .is* 



HOW TO USE SPONSOR'S 
K ORK TELEVISION 

t AGRAPH 



The network schedule on this and preceding pages (42, 43) 
includes regularly scheduled programing from 26 Sept. to 
23 Oct., inclusive (with possible exception of changes 
made by the networks after presstime). Irregularly sched- 



loni 



i G R A P H 



26 SEPT. - 23 OCT, 



[3NESDAY 



im Bride 



Dough Re Mi 
auat 



THURSDAY 



>eceniber Bride 
auat 



DouKh Re Mt 
Gold Seal 
all su>>t 



Xablsco alt sust 



FRIDAY 



>eceniber Bride 

KfHlak alt sust 



DouRh Ite Ml 

«U3t 

auit 



SATURDAY 



I eckle b leckle 

lUIt 



Shari Lewis 

(lll/l S) 
Nlll. Illsrull 



I 

lit illage 



Play-Hunch 

Coty alt 
. ilills (lO/o S) 

Colette 



Video Village 
•uit 



Play Your 
Hunch 
CoUita 

Sllln lit 



Video Village 

Kodak alt sust 



Play-Hunch 

ColKate alt 
Hills (9/3» J!) 



Eighty Mouse 
aust 



Li Lucy 
Ur ill 



Price Is Right 
FrlUdilre 
111 Slrrllnt 

lelnz ill CulTflr 



Colcalf lit 



Ruft & Reddy 
aust 

0«n Food! 
Leonard & 



Day in Court 

(10/13 H) Dmv. 
I'ontl.s. S. C. 
Johnson. .!&.? 



I Love Lucy 

sust 



U. S. Steel all 



Price Is Right 

Clicnistrand 
alt Lever 
Miles. LeciulnK 



Day in Court 

I 10/14 S. C. 
.lolinsoii. Dow. 
Ponds. J\.I 



I Love Lucy 
jest Fds alt sust 



Oerber alt 



Pnce Is Right 
Lever alt airst 
CulTcr alt aust 



Fury 



if r'irizon 
Ik u 



I 



Concentration 
Mites lit Gen. 
Mil ls (9/28 S ) 
Niblaco lit 

Prnrtor-SllPT 



Love That Bob 

Ill)/I3 SI Doiv. 
roiids. s. 0. 
.lohnson. .Miles, 
lailv Kitliri 



Clear Horizon 
sust 



Concentration 

;. .Mills (iii/« s) 

111 Level 



Relnz ilt 



Love That Bob 

llll/H SI 
('. J<»linsoM. 
'I1.V. I'onds. .IJt.I 
liilii fiiliiiii 



Clear Horizon 

Kastnian Kodak 
lit sust 



Concentration 

Miles ilt I.eier 



l.cTcr ill 

Urn ft Wmw 



I Love Lucy 
lust 



Lone Ranger 
(len. .Mills, 
li Nul Life 



^ Life 



f t 1 Prod 
lit fir 

-T 

im., f»r 

M OW 

Ji 



Truth or 
Consequences 
Heinz 



Restless Gun 

'onds, S.c. Jolin- 
I. ("racker Jack 
The Texan 
Mil 17 >-| 



Love of Life 

>ia<'ketl alt sust 
Amer llnnta 



Truth or 
Consequences 

Ifartz alt ^ust 



Rcstlc^< Gun 
1^'ver. Ponds 
.Min Maid 
Ciafkerjsi'k 



Love of Life 

.tUSt 



Itest Voods. alt 



Truth or 
Consequences 
Krl(t. Hit siiat 



I'SiO alt 
"TTOTeTaTl" 



Lunch With 
Soupy Sales 
Gen. Fooda 



Sky King 
Nftblaco 



My True Story 

■ Uit 



rUght 



Could Be You 

Whitehall alt 

ThoK. LeeniinR 

m/r, S) 



Queen-Day 

llartz. Sterlinc 
Tonl. Armour, 
BonAnil, Mln. 



Search for 
Tomorrow 



l|^ tutt 
nH irvice 



nnni in mi 



No net servic* 



Guiding Light 



It Could Be 
You 
MllM alt 
Nabisco 



About Faces 

Dim. Ponds 
S. C. JohnsOT 
^ver, Beech-Nut 



News 

(1-1:05) sust 



^0 net service 



No net service 



Queen- Day 

ien Fds. B Xiit 

Armour. Coty 
Toni Dow 



Search tor 
Tomorrow 

P&Q 

Guiding Light 



Could Be You 
PrUldalre 
alt lust 



>aturday News 
Mist 



letective Diary 
$it»Tllng Drug 



About Faces 
S. C. Johnson 
I.ever, Armour 
Pomis. SttrlinE 
Inn, lhil>i> Uinii 



PAO 

News 

(1-1:05) 
sust 



No net service 



1^0 net service 



No net service 



Ml Wizard 



9tk urni 

-I _ 
N| -0 
I ling 



No net service 



As the World 
Turns 
PAO 

PllUburr 



No net service 



T 

it" 



World Turns 

Best Foods 
Caiuation alt 



No net service 



|an Murray 
Show 
lust 



Day in Court 

Jen. Fds. , Lever 
J&J. Coty. B- 
Nut, Sterling. 
Si r. lahnssn 



Full Circle 

sust 



|an Murray 

Show 
Proctor- SUei. 
alt sust 



Day In Ciurt 

T.eTer. Armour 
Tin. Maid. Tonl 
B-Nut. Kx Lu. 



Full Circle 

SUSI 



|an Murray 
Show 
Nihlscn lit SUSI 



College Football 

Time 
I'liion Caihide 
Willart .storage 



Baseball Came 

of Week 
'ilslilT. Colcate 

en Mills. SI' l.S 
> ii . ii n »i . li mi ' 



BA Basketball 

(1U/I.I SI 
Sponsors TB.\ 



letter 
emiroi 
"'snjon 
II 1 



Loretta Young 

Ne.stle alt 
Clieinstrand 

Frlildllre lit 

miut I ' .nmi i i 

Young 
Dr. Malone 

lough. O. Hills 
IIO/.-i S) 



Gale Storm 
Stiley, Lever, 

J&J. S. C. 
.lohnson. Dow 
»ad t « R eali t y 



teat The Clock 

Lidy Esther, 
FCnipp Monarch, 

low. Old London 



Art Linkletter 
ever alt Drickett 

Plllsburr 



Loretta Young 

Nestle 
lit P&O 



Gale Sforin 
&.T. S. C. .lohn. 
.\i-tn(nir. Dow 



ad to Reality 



Art Linkletter 

LeTer Broe 
Bluer & Blirk 

lit ArniHirnnr 



Loretta Young 
sust 
all O. .Mills 



AC all O. Mills 



Youne 
Dr. Malonr 
;oty lit Mennen 

Sterlliiit lit 



ICAA Football 

lillotte. Ilumhie 

Oil. L&M 
Vmipe^inonJWt^ 



Baseball 

<tale Farm Ins. 



"ccH" 



Millionaire 

SUSI 



;>racbett alt lust 



From TheM 

Roots 
alt Toni 
sust 



Young 
Dr. Malone 

tin es all Cu lter 

P&a .It Pen 



leat The Clock 
leech- Nut. I.erer 
Armour. White- 
hall. l)ow 
ACIIIII"!^ 



Millionaire 

SUSI 



ICAA Football 



Gerher all sust 



uYours 
• .jiett 

«^llt 
I— 



Vho You Trust? 

'onds. Oen. Fds 
Lever. B-Nul, 
teynolds. .\i-uiour 



/erdict Is Youri 
<terllnK ill Lever 



Mills (9/29 S) 

From These 
Rests 

Leeming 
alt sust 



«hk)Day 

Jefdorm 
i-Bi .ami 



ilake Room For 
Daddy 

Heinz (ID/.-i S) 
alt sust 



Amer. Band, 
ever, flen Mills 
B.-.Nut, Welch 
Armour, Holly- 



Brii;hter Day 

Drackett 
alt sust 



Heinz alt susP" 

viake Room For 
Daddy 



Vho You Trust? 

teynolds. .stalej' 
C: Johnson 
.\Tiilrhall. B-Xut 
IHIIUI II "ll ll 



/erdict Is Yours 

Quaker Oats 
alt sust 



liblsco 

From These 
Rootv 

Gold Seal 
alt su.sl 



'ICAA Football 



< ■! Ilfht 
_PI _ 



sust 

Here's 
Hollywood 
Hartz all 
lust 



Ame. Band. 
North am-Wtr- 
•n,, Tonl, Posl- 
tan 



StnriT 



Amer Boma 



Edge of Night 
PtO 

Plllibury 



;_UUlls IXi 



Amer. Band. 
Welch, Gen. 
Hills, Lever, 

T„„| n„,....- 



Brighter Day 

Best Foods 

Secret Storm 



TuTvenrr^us^ 

^ake Room For 
Daddy 
Proctor- SlleT 

lough iin/n SI 



Here's 
Hollywood 
ust alt P. Sllei 



Amer. Band. 
Armour, Alberto 
Culver, Wost 



lit R. T. French 

Ed(e of Nitht 

Quaker Oats 
alt .sust 

imr TTnmi 



Here's 
Hollywood 



College Football 
Scoreboard 

G^n. Mills 



il 



Sterling 



American 
Bandstand 
<e-op 



American 
Bandstand 



All Star Golf 

Reynolds Metals 



I aptain Gallant 

(10/15 S) 
Gen. Mills 
- ' - - 



Rocky and 
His Friends 

n»n Mill. 



Rin Tin Tin 
Gen Mills 



iaturday Prom 

(10/15 S) 
N'lit Life Savers 



Theae are package prices aod include time, talent, production and cable costs. 



led programs appearing during this period are listed 
3 well, with air dates. The only regularly scheduled pro- 
rams not listed are: Tonight, NBC, 11:15 p.m.-l a.m., 
[ondav-Friday, participating sponsorship; Sunday News 



Special, CBS, Sunday, 1M1;15 p.m.; Today, NBC, 7-9 
a.m., Monday-Friday, participating; News CBS, 7:45-8 a.m. 
and 8:45-9 a.m., Monday-Friday. All time periods are 
Daylight Saving. 



As air media seeks additional revenue, SPONSOR ASKS: 



How can radio/tv attract your 




First in a scries in Sponsor Asks, 
to be run from time to time, cover- 
ing industries which do not gen- 
erally use radio tv for advertising 

Allen D. Sirotto, president llyal Corp.. 
\fM York; maniilaclurers of Paulino, 
( hiwlniil Hill, and Harburl fashions 

\fler s|iendiiig all iiu business life 
in fashion. 1 have one singular con- 
rlu>itin: Four hasic elements are 
ueeili'il to sell fashion to the women 
of America. These are sl\le. name, 
price, and color. When these four 
elenieiils are present, a fashion can 



Fashion selling 
requires 
striking images; 
more color 
tv would 
interest us 



he merchandised to the stores, and 
more iniportanlh. through the stores 
to the consumer. Let us take a brief 
look at each of these elements. 

Slsle: this means an up-to-date 
awareness of the existing vogue — or 
more importantly, helping to create 
that vogue. 

Name: In all products, establishing 
a '"brand name" is important to pre- 
-selling the consumer. 

Price: Fashion has a definitely 
slralified price structure and it is im- 
portant to concentrate merchandising 
and styling effort within that price 
structure. 

Color: Fashion is color. As much 
as it is inspiration and design. 

Naturally, two elements — name and 
price can he featured in radio ad- 
vertising. The increasing "brand 
image" consciousness among women 
makes radio, with its high degree of 
repetition, an attractive advertising 
medium. Three elements, name and 

HI drifl >.»vle. can be featured in 
>~if«ii atn. ili-ing. However, the 
iiiij ilai.l element of color is 



missing in television and naturally in 
radio. Color is purely visual and can- 
not he described. The pattern must 
be seen, the print must be seen, to 
make the entire fashion meaningful. 

It is precisely for this reason that 
our companies have not yet done in- 
tensive broadcast advertising. We 
are consciously aware of the enor- 
mous value of radio and television, 
but insist that our fashion advertising 
contain all four elements. 

When the television industry has 
color programing and color spot time 
available in sufficient quantities, and 
at attractive rales, I am sure the 
fashion industry will then be com- 
mitted to advertising on television. 

M. N. Rubinstein, general sales man- 
ager. Equitable Paper Bag Co., \etv York 

This is a question we have pon- 
dered at great length at Equitable, 
since we are always searching for new 
promotional means to increase our 
business. Our past and current ad- 
vertising efforts have been confined 
to print because, as yet, we are unable 
to find any advertising advantage to 
broadcasting. 

If I were able to create ideal situ- 
ations that would prove broadcasting 
attractive to our industry in general 
and to Equitable in particular, I 
would set up the following situations: 

1. Closed circuit events appealing 
to specific industries. In radio this 
mav take the form of a 15-minute 



More lie-ins 




with consumer 
advertisers sell- 
ing the value of 
the protective 
package 



"closed circuit" broadcast directed 
to all grocery operators (here I use 
closed circuit to indicate the program 
would be of interest to no one but 
grocery store operations — rather 



than the accepted concept of closed 
circuit). This would be information 
of business news value and would 
provide an atmosphere for our adver- 
tising. 

2. A television closed circuit in- 
volving specific industries, e.g. show- 
ing mechanical advances that have 
proved profitable to companies and 
may be adapted by others. Again we 
have an atmosphere into which pack- 
aging may place its message. 

3. Create an increasing conscious- 
ness of the value of packaging among 
advertisers in radio and television. 
This may be done by a packaging 
award to be judged by members of 
the broadcast profession. 

It mav be suggested that there be 
an industry-wide advertising cam- 
paign for packaging. However, this 
does not take into consideration some 
practical aspects of packaging. In 
our business, each company has a 
specialty that should be the focal 
point of advertising. For example, 
we have specific bag constructions, 
exclusive printing processes, particu- 
larized service, etc. This would make 
unreasonable any participation in an 
industry endeavor. 

When the broadcasting industry 
does come up with ideas to make 
radio and television attractive to the 
packaging industry, I am sure broad- 
casting will find a vast new field of 
business. 

Alec Hurn, president, Temco Corp., Mew 
York, direct mail specialties 

With printing the second largest 
industry in Xev\' York City, it seems to 
me that this is a vital question for 
broadcasters. As a member of a firm 
serving the promotional needs of this 
city I would be highly interested to 
see the type of programing that might 
grow from an imaginative look by 
broadcasters into the fruitful field of 
printing. 

Everybody knows that Gutenberg 
invented the printing press, but very 
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industry? 



few seem to know the excitement of 
modern printing developments, the 
huge presses churning out with speed 
and rhythm words that are going to 
appeal to all the human emotions. 
Here is a subject with the wide dra- 
matic appeal of Medic or an equally 
fascinating documentary. And the 
art work that has been produced for 
our commercial presses is frequently 
on the highest level of visual crafts- 
manship. This, too, could be assem- 
bled into a presentation that would 
hold public interest and find support 
in the printing industry. Even a cur- 
sory look into our industry will open 
up programing vistas that will awaken 



Broadcast reps 
should meet 
icith printing in- 
dustry's promo- 
tion-minded as- 
sociations 



printers to the potentials of a greater 
use of radio and television. 

And I haven't yet mentioned the 
mammoth paper industry which, as 
the wedded spouse of printing, cer- 
tainly deserves a place here. From 
the paper mills, scattered all over the 
country, would probably come the 
largest sponsor of any programing 
effort toward acquainting the public 
with these allied industries. 

To bring these generalized sugges- 
tions to concrete application, it would 
seem to me that a representative of 
broadcasting should meet with a com- 
mittee of our promotion-minded Mail 
Advertisers Service Association for 
' a working out of the potentials from 
all points of view. And it seems to 
me that the potentials are enormous. 
The two industries of broadcasting 
and printing actually have a lot in 
common. Both are serving the public 
through the eye and ear. Certainly, 
they have a mutual stake in reaching 
an even wider public through an ex- 
ploitation of both media. ^ 
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/(MiVe Cot Hmi \fii Fimh Urn 



Your campaign will finish in the money if Vou start 
by buying broadcast I N Lexington. In all the world, 
only Lexington broadcasters effectively influence 
the $445,793,000 retail purchases made by 559,200 
people in the growing 30-county Lexington trading 
area. Get your share of $657,165,000 consumer spend- 
able income by buying broadcast IN Lexington . . . 
Don't head the wrong direction in planning your 
next campaign. 



You Have to Buy LEXINGTON 
to Cover the Rich, Growing 
30-County 



CINCINNATI 




FROM THE FABULOUS FIVE IN LEXINGTON 

WBIG * WlAP * WVIK * WKYT-TV *WIEX-TV 
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CHANNEL 9 

WTVM 

COLUMBUS, GA. 



A Great New Market! 

82% undupl!cafed audience on fhe 
only primary ABC sfafion befween 
AfUnfa and fhe Gulf! 

Top ABC Programs! 

Shows like Maverick, Cheyenne, The 
Real McCoys, Sunsef Sfrip, Hong 
Kong, Lawrence Welk, and The Un- 
touchables. 

The Best of NBC 

Programs like Wagon Train, The 
Price Is Right, and the Huntley- 
Brinkley News . . . plus top syndi- 
cated programs. 



CHANNEL 9 



National and regional buya 
in work now or recently completed' 



COLUMBUS, GA. 




Call fhe man from 
YOUNG TV! 

Ask about 
availabilities on 
WTVC CH. 9 
Chattanooga, Tcnn. 

The #1 night-time 
station in 
Chattanooga! 



SPOT BUYS 



TV BUYS 

Pillsbury Co., .Minneapolis: Schedules for its mixes begin in October 
in about 200 markets. Placements are S2 weeks using day and night 
minutes and chainbreaks. Agency: Leo Burnett Co., Chicago. 

Colgate-Palmolive Co., i\ew York: Palmolive Soap buy starts early 
October and runs until the end of the year. Fifteen-20 markets get 
schedules of day and night minutes. Buyer: Frank Nolan. Agency: 
Ted Bates & Co., New York. 

National Sugar Refining Co., New York: Going into 20-2.T mar- 
kets in October with campaign for Jack Frost sugar. Day and late' 
night I.D. schedules are for four weeks using five to 15 spots per week 
per market. Buyer: Jim Stack. Agency: Young & Rubicam, New 
York. 

Colgate-Palmolive Co., New York: New season's schedules kick 
off 3 October for 52 weeks for Ajax. Light frequencies of fringe 
minutes are being used, in about 35 markets. Buyer: Nick Imbornone. 
Agency: Mc Cann-Erickson, New York. 

Mars, Inc., Chicago: Planning campaign for its candy bars (Three- 
Musketeers, Milky Way, Snickers, and others) to start in October. 
Kid show minutes and 20's and some other daytime spots will be- 
scheduled for about eight weeks in 10-15 markets. Buyer; Dow 
DeCarlo. Agency: Needham, Louis & Brorby, Inc., Chicago. 

RADIO BUYS 

E. I. Du Pont De Nemours fie Co., Wilmington: Four-week cam- 
paign starts 6 October to promote Du Font's Fabrilite fabric. Day 
minutes are being bought in about 25 top markets. Buyer: Bob Syers. 
\gency: BBDO, New York. 

Nestle Co., Inc., White Plains, N. Y.: Still adding markets to 
its current list on Nescafe Instant Coffee. New schedules start 10 
October and run until the end of the year, traffic minutes mostly. 
Buyer: Phil Mc Gibbon. Agency: Wm. Esty Co., New York. 

Maltex Co., Hartford: Schedules in New York and New England 
markets begin 10 October for Maltex cereal. Day minutes to reach 
the housewife are being placed for eight weeks. Buyer: Elizabeth 
Griffith. Agency: Fletcher, Richards, Calkins & Holden, Inc., New York. 
Greyhound Corp., Chicago: Runs start late this month in western 
markets to promote fall touring. Traffic schedules of 20's and 30's 
are for three weeks. Buyer: Herb Werman. Agency: Grey Adv. 
Agency, New York. 

V. La Rosa fie Sons, Inc., Brooklyn, N. Y. : New campaign for its 
macaroni products begins 1 October in 20-25 markets. Day and 
traffic minute schedules, frequencies as high as 50 per week in some 
markets, are for nine weeks. Bu\er: Len Soglio. Agency: Hicks & 
Griest, Inc., New York. 
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WFGA-TV 
IS THE STAR 
OF THE SHOW IN 
JACKSONVILLE! 



r\ r\ r\ 




3-year-old station becomes 
a top performer 
with a smasliing 49% 
stiare of audience 

Every new survey shows WFGA-TV is the station 
to watch in Jacksonville. The latest Nielsen, for 
instance, shows WFGA-TV with a 49% metro 
share-of-audience 9 a.m. to midnight, Sunday through 
Saturday. Contact your PGW Colonel for the 
complete details of WFGA-TV's coverage of the rich 
North Florida-South Georgia Market. 

WFGA-TV 



JACKSONVILLE 




REPRESENTED NATIONALLY BY PETERS, GRIFFIN, WOODWARD, INC. 



SPO T 
AND 

SPONSOR 
HAVE 
A LOT 

IN COMMON 

AND 

SIX 

OUT OF 
TEN 

COPIES OF 
SPONSOR 
GO TO 
AGENCIES 
AND 

ADVERTISERS 



RADIO EDITORIALS ■ 

^ I Continued from paer 37 1 I 

erl\ taken care of. ■ 
In Loi- Angeles-. KCBS, in an edi-l 
torial on the "City Hall Riots." was 
called for more realism aboat "ibe 
enemy that seeks to destroy u?.~ while 
in New York, her sister oio WCBS. 
fousht for a reform in the *>stem of 
cho<'sing citv and countv judges. 

During the past year. Gustav Brand- 
borg. v.p. and general manager, 
t K\ 00. Tulsa, has editorialized on 
such themes as the Rnch TriaL the 
Eisenhoi«er trip to Japan, the lack of 
enforcement of a citv ordinanoe 
against allowing dog; to run loose, 
the illegal placing of political posters 
on public property, and Tulsa's pro- 
p<:»sed new Civic Center. 

Because of the snowballing interest 
in editorializing, nearly every leading 
station group has made important 
new studies or jKilicy statements on 
the subject during the past year. 
Weslinghouse. long committed to the 
editorializing principle, is pushuu 
its program vigorously. CB5 has laid 
down editorializing rules and guide- 
lines for its oio's. XBC long a hold- 
out against editorials is completing a 
new study on the subject, and theri 
are rumors that it may shortly re- 
verse its policy for its own c»io's. 

Meanwhile in Washington, the N \B 
last week announced four new pro- 
jects, each designed to "assist and en- 
courage" broadcasters to editorialize. 
These i*"ill include compilations oS 
case histories of editorial accomplish- 
roenti by stations, dissemination ofi 
information on problems encountered] 
in editorializing, updating of the 
NAB publication ^Editorializinz 0 
the Air" to provide examples of tech- 
niques, and special station mailings. 

At the present time, broadcasters 
differ i»idely on just how editorializ- 
ing should be attempted and what 
rules should be followed. Many sta- 
tions, for example, limit editorials, 
to 60 seconds or less, whereas CBS 
believes that "only rarely should an 
editorial be less than five minutes 
long." Opinions vary too, on whether 
editorials should be repeated, lik^ 
saturation spots, several tiroes a da\ 
But to anv one interested in the 
vitahtv of radio, the most exciting 
thing about this new development is 
the very fact that it is taking place 
"Editorializing is raising radios stat- 
ure." sav most industry" observ ers. ^ 
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Jefferson Standard Broadcasting Campan/ 



WBT 

CHARLOnE, NORTH CAROLINA 

^^^mm^^ * :fmm^ 

kEPRESENTED NATIONALLY BY 
CBS RADIO SPOT SALES 




Adults control 98% of U. S. iiicoiiic.' W BT 
has a higher percentage of adult listeners 
than anv other Charlotte radio station.' 

* U.S. Dept. of Commei'co 
** N.S.I 1958 



WBT sdds up! 

OWER + PERSONALITIES + PUBLIC SERVICE + CREATIVITY + ADULT ACCEPTANCE 

5- 
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a habit... 




® « ® 
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walchingr ;g2\A^ J-TY in Fresno 



Of the nearly 200,000 TV homes in 
the KMJ-TV viewing area ( 100,000 
in Fresno's metropolitan area) the 
majority of dials are likely to be set 
on Channel 24 at any given time, 
as witness: 

• the highest percentage of women 
viewers daytime and ni^ttime 
(Mon-Fri) are on KMJ-TV; 



• KMJ-TV is FIRST in the day- 
time hours ( Mon-Fri) in 95 quar- 
terhour periods, the other two 
local stations trailing with 55 
and 40; 

• KMJ-TV is FIRST in Share of 
Audience, Sign-on to midnight 
(Mon-Fri). 

SmiTce: ARB, March 1960 



(California) 




KMJ-TV 
McCLATCHY 
BROADCASTING 

COMPANY 
fir»t TV station in 
iiion.Oaii*r 
Valley 
lha Bmi 



THE KATZ AGENCY, NATIONAL REPRESENTATIVE 
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Whafs happening in V. S. Gov^mmtnt 
that a0ects spontort, agtnckt, rtmti«iu 



WASHINGTON WEEK 
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The FCC clipped a half-hour froiii network option time, with the action how- 
ever, overshadowed hy the voting: three rominfssionere — Ford, Hyde and Hartley 
— voted to declare the practice a per se violation of antitrust laws. ' 

Option time is on the brink of a precipice. As in the Perils of Pauline, the naming of a 
commissioner to take the Doerfer seat for a full term may hring rescue in the nick of 
time. Just as likely, the new comniisisoner may represent the vofe which kills the whole thing. 

The fate of interim commissioner King means nothing in this connection. King provided 
the fourth vote which saved option time for the present. But his. reasons were not reassuring. 
He said specifically that as a new member he didn't feel he should pass on the legalities but 
should merely choose between cutting a half hour from option time or leaving it where it is. 

Technically, this was the only proposition before the FCC. Rulemaking begun when 
Doerfer was still chairman had declared the practice "reasonably necessary" to successful op- 
eration of networks. That phrase is important, because all hands admit option time is a re- 
straint of trade and under the antitrust laws restraints of trade are legal when "rea- 
sonably necessary." 

King — the fourth vote for either side — could go either way if the next president ap- 
points him to fill a full term, or if his name is sent up for even the remaining months of the 
Doerfer term, which ends next 30 June. 

On the other hand, if King is called back to the bench by a new president the man 
named in his place would be in a position to settle the issue between the anti-option-time com- 
missioners alreadv named and Cross. Craven and Lee. 



Three commissioners held that elimination of option time would lead to "check- 
erboarding" of clearance for web programs among affiliates, and consequent "ero- 
Mon" of network service. 

Three held that the dependence of stations on network programs is such that there would 
be adequate clearance without option time. They went on to argue that FCC approval for this 
closmg off of prime time to competition would force the Commission toward stiffer and stiffer 
regulation. 



Because of this forecast of things to come, steps actually taken by the Commis- 
sion with respect to the practice were overshadowed. 

Option time was cut from 3 to 2V^ hours per broadcast-day segment. 

"Straddle" programs were counted as entirely outside option time, giving stations greater 
freedom to reject them. This was adopted in place of the proposal to count straddle programs 
as entirely within option time. 

Stations were given greater latitude in refusing web programs within option time. 
They can now substitute a program they consider of greater local or national "im- 
portance" instead of "outstanding" in the former rules. 

Rights of stations to reject web programs already contracted for if they find them unsat- 
isfactorv' or unsuitable is stated in so many words. 

Finally, the present 56 days' notice by networks of calls on option time is 
changed to vary from 4 weeks to 17 weeks. Stations may have 17 weeks in the event 
the time is sold locally, but webs can call for the time in 4 weeks if the time is not locally 
sold. Radio option time was not affected by the new rules. 
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FILM-SCOPE 



The FCC's latest ruling on option time has the surprised syndicators rubbing 
their eyes with disbelief. 

The almost too-good-to-be-true ruling would have all networks retreat from half-an-hour on 
every night, yielding a total of 21 half hours a week to station control in three-affiliate markets. 

If so substantiated by the fine print, this FCC decision would result in nothing short of a 
major programing revolution. 

To take effect in January 1961, the impact of the new ruling won't actually be fully felt un- 
til next September since there are always network casualties anyway beginning in January. 

One of the main questions of interpretation is whether the networks would evacuate early 
periods or late slots; presumably 8 to 10:30 p.m. would still be kept intact. 

Another question is how far the networks can use encouragement or pressure to get sta- 
tions to volunteer periods under debate for network use. 

As it opens the new time should prove a shot-in-the-arm to national spot program- 
ing which has been declining lately, except for children's shows. 

It will also serve as a new temptation to smaller national advertisers who've been 
trickling into network participations lately. 

The FCC ruling finds the syndicators themselves completely oflF balance: most have 
spent a year or more cutting inventories and clearing the shelves of existing production. 

Those 21 new time periods should relieve the glut of off-network shows being kept in moth 
balls and also be of some incidental help in stimulating feature film sales. 

The ruling is a syndicator's dream: it may mean a $25 million production bonanza. 

(For details of option time ruling see Washington Week.) 



Competing dentifrices are jumping into syndication to offset the damage done 
to the sales of their brands by the ADA's endorsement of Crest. 

Colgate, for example, was looking for time in 50 top markets for a new brand through Mc- 
Cann-Erickson, but now the time has been switched to support for Colgate itself; the show is 
Filmway's 21 Beacon Street in re-run. 



NTA's coast-to-coast wanderings, which led them from New York to Los Angeles 
and now back to New York, have produced one tangible result: the solution to some 
long-range money problems. 

The upshot of NTA's brief marriage with National Theaters, now ending, is this: it was 
able to transform some short-term, high-rate debts into long-range, low-rate ones, thanks to 
NT&T's $13 million investment in NTA stock. 

The tale is told along Madison Avenue that back in pre-NT&T days NTA was paying a« 
much as 15 to 18 per cent interest to sharks on quick multi-million loans. NTA, hopefully, is 
now solvent enough to qualify for conventional financing. 

In exchange for NT&T's investment, NTA moved its headquarters West as a hostage to 
hard money; now NTA has backtracked its command tent to New York. 

If NTA lost prestige in the deal, at least it got $13 million in financing, but how much val- 
ue did NT&T get, insiders are asking, for its cash outlay? 

National Theaters wanted to diversify into tv; it did not become a tv entrepreneur, but 
only a banking partner of NTA. i 
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FILM-SCOPE continued 



Station syndication is picking up again because the huge backlog of film is be- 
coming digested. 

That's the explanation of Screen Gems syndication v.p. Bob Seidelman, whose Two Faces 
West will start on 146 stations next month and whose Manhunt has been renewed already for 
a second year by 160 stations. 

Multi-market sponsors of Two Faces West are: Drewrys, LaBatt's, Jax, Coors, Utica 
Club, R. J. Reynolds, Ford, P&R Macaroni, Standard Oil of Texas, Miles, Kroeger, and D-X 
Sunray. 

In Manhunt's second year the multi -market buyers are: R. J. Reynolds, Ford, Jax, 
Ralston, L&M, Drewrys, Miles, Kroeger, Genessee, Schmidt, American Tobacco, Stag, and 
Amoco. 



Neither Ziv-UA nor CNP has been able to keep up with its encouraging network 
sales pace of last year. 

Although Ziv-UA's Bat Masterson is still going on NBC TV, the Space series and Chal- 
lenge show, out of Ziv, have not been renewed and are now in syndication, and Troubleshoot- 
ers and Dennis O'Keefe from UA also failed to secure network renewals. 

Similarly, CNP's Lawless Years and Philip Marlowe were network casualties. 

The two Ziv-UA re-runs. Space and Challenge, are already sold in 31 markets. (For de- 
tails, see FILM WRAP-UP, p. 78. ) 

ABC Films will be represented in most of Europe by R. I. Films, Ltd. of Lon- 
don. 

Their sales representative there is a division of Robin International and will handle dub- 
bing into German, French, Spanish and Italian. 

The programs will include those former ABC TV series and also sii properties han- 
dled by ABC Films in domestic syndication. 



Two more Ziv alumni moved into new sales manager's posts this week. 

Alvin E. Unger left ITC to become domestic tv sales v.p. for UP A Pictures. 
Replacing Unger at ITC is William Andrews as general syndication sales chief. 
Incidentally, UPA's first syndicated entry under Saperstein's presidency. Mister Magoo, 
began business this week with a sale to KTTV, Los Angeles. 



Lou Bunin, the only American producer at the Czech Karlovy Vary film festi- 
val this summer, won two honor awards for stop-motion. 

One Avinner, Mike the MagiCat, is part of a series being readied for U. S. t\'. 



Commercials producers are again trying to break into program production as 
a way of spreading their standing overhead expenses. 

Fred Niles in Chicago, for example, will produce Bridge with the Masters, an hour-long 
bridge contest packaged by Harlen Productions. 

Filmsways recently jumped into program production with Wilbur & Mr. Ed, a comedy 
sold in national spot to Lark (D'Arcy) ; Transfilm's Wylde animation department is making 
The Nutty Squirrels for Flamingo, yet another Buckeye affiliate, and Robert LanTence's ani- 
mation unit is trying to break into programing with a children's series. 
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A round'Up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



In a lot of quarters not only on Madison Avenue but in Hollywood it's been 
somewhat of a dejecting week. 

The cause: the fairly consistent panning administered by the N.Y. newspaper critics to 
ihe initial convoy of the fall's. new tv network shows. 

Cracked one agency v.p.: "either the critics are stepping up their feud with tv or 
the programs are settling down early to normal mediocrity." 

ARB has taken extra-precautions against anybody duplicating its coverage re- 
ports. 

It's printing them on a species of blue paper that guards against Thermofaxing and 
photographing. 



Red also has a role in ARB's current color spectrum: the tint is strictly facial 
and derives from a booboo discovered in these selfsame reports by subscribers. 

In the Rochester section one station's transmitter is located an eighth of a mile east of 
the city and another three-fourths of a mile away, whereas all Rochester tv stations 
tran^smit from the same tower which is located within the city of Rochester. 



Let it not be said that even in a small operation — like a grassroots station — 
that the upper-hand is kept in touch with what the lower-hand knows. 

The saga, as related by a New York rep: In relaying the biggest order the station's 
had in 1 0 years, the rep, as requested by the agency, said a client v.p. would be visiting 
the station and asked that all courtesies be extended. 

The reception which shook tap the agency: the station's manager said he didn't think 
he had an order from this client and he certainly wasn't expecting him. 

NBC TV sales has a new theory on the kind of specialist it takes to sell net- 
work in the present era: syndication salesmen. 

The thesis: the network controls the lion's share of programing and hence what's needed 
are people who can sell programs and participations therein. 

All of which suggests a continued pruning of that network's sales staff. 

CBS TV's news department would rather forget all about those two political 
conventions, but NBC T\' is apparently leaving no research stone unturned to rub 
in the humiliation. 

NBC last week disseminated an analysis in depth done for it by the Home Testing In- 
stitute which, on the question of network liked best during these events, reported this break- 
down: NBC, 67%; CBS, 24%; ABC, 9%. 

If you're an oldtimer and inclined toward the sentimental, you'll probably feel 
a twinge about the ending of a couple of eras in both network air media this faU. 

Like the vanishing of the Freeman Gosden and Charles Correll voices in Amos 
'n' Andy, which got started in 1929 and the Ma Perkins soaper, debuted December 1933. 

Also the demise — from network tv, at least — of Howdy Dbody, whose entry in 1947 
rodates the seven-inch set. 
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New research concept, measuring significant audience in seven areas, shows more families spend more time 
listening to WBZ than any other Boston radio station! Get the full Pulse report from your AM Radio Salesman, 



WESTINGHOUSE BROADCASTING COMPANY, INC. 



WBZ 



BOSTON + WBZA SPRINGFIELD 

REPRESENTED BY AM RADIO SALES 



Look 




Boston's 
new 
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That's how it happens that you 
and millions of other viewers can 
see (and remember)— the lion 
strolling Wall Street. 

Same with so many other com- 
mercials, some rich with optical 
'•effects . . . others, live with anima- 
•tionl As a matter of fact, it's film" 
that makes both high-polish com- 
imercials and animation possible 
. . assures you of coverage and 
penetration world-over. 

For more mfbrmafion, write 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 




SPOT RADIO STUDY 

(Continued from page 33) 
stance, to reach between 20-25% 
of homes in a market for one week, 
an advertiser may buy 80 rating 
points by using 34 spots on one sta- 
tion in any of the top five markets; 28 
spots on a station in markets 6-12; 23 
spots in markets 13-20 or 28 spots in 
markets 21-100. 

A similar buy of 80 rating points, 
using three stations in a market would 
give the advertiser between 33-40% 
of homes, but with less frequency. 
The charts also give figures for the 
same campaigns on a 4-week basis, as 
well as similar figures for buvs of 160 
and 480 rating points in each market 
group. 

PGW is planning group presenta- 
tions before major agencies and ad- 
vertisers following the completion of 
the entire report at the end of the 
month. Still to be compiled is similar 
information relating to three-hour 
time blocks, and audience composi- 
tion. 

The study was initiated in order to 
correct what PGW believes to be a 
"false image" of the medium on the 
part of non-radio advertisers. As 
Jack Thompson, vice president radio 
sales, and Lud Richards, director of 
sales development, told SPONSOR, 
"This image has been revealed during 
the course of many sopt radio pre- 
sentations from statements such as: 
'spot radio is only a low reach me- 
dium'. . . 'so 85-90% of all homes 
listen to radio — it's too expensive for 
us to reach them . . . there are too 
many radio stations cutting up the 
total audience.' " 

As PGW's vice president :<n charge 
of the radio division Robert H. Teter 
put it, "the study fills a basic need for 
our industry, since media can now es- 
timate the cost and penetration of a 
spot radio campaign in much the 
same manner it has been able to do 
for tv and print." 

The study was conducted by using 
markets where NSI reports are avail- 
able. Stations with the highest aver- 
age , weekday ratings' were selected 
within each market. A variety of 
schedules were hypothetically placed 
on a pre-determined basis using all 
day parts from Sunday to Saturday. 
The schedules were then tabulated in 
order to determine net unduplicated 
homes reached and the average num- 
ber of times heard. 



The charts point out that by buy- 
ing a given number of rating points 
on a varied number of stations in any 
of the market groups, the advertiser 
will reach his desired percentage of 
homes. 

To determine costs, the published 
minute rates less applicable discounts 
for fixed positions were used. 

To sum up general agency feeling 
about the study, here's what Jonne 
Murphy, broadcast media supervisor, 
Lawrence C. Gumbinner, told SPON- 
SOR: "A client once asked me how 
many spots per week were needed to 
do the job right. Each one of the 
industry leaders to whom I in turn 
posed this question replied, 'I don'l 
know but if you find out, please let 
us in on it.' Now those planning budg- 
ets have a concrete guide to the total 
number of rating points needed per 
market per week to achieve a pre- 
determined percent of reach and fre 
quency by use of spot radio. My 
hat's off to PGW research." ^ 



MOBILE TAPE 

{Continued from page 38) 

4:30 p.m. Commercial No. 8 — em- 
phasis on experienced management. 

5 p.m. Break crew. 

A second schedule for actors was 
drawn up, whereby bank personnel 
was alerted to be on hand only at 
the exact time of taping, thus avoid- 
ing extensive time away from the job. 

Final preparation : behind-the- 
scenes staffers were selected for cus- 
tomer roles, which, incidentally, 
proved a feather in Exchange's cap 
by reducing talent costs. < . 

The tape-truck which piilled up to 
Exchange National on shooting day 
contained a control panel with four 
tv screens — three, each registering 
one of the three cameras' pictures, 
and the fourth, a "central" monitor, 
which conveyed the picture that was 
being transcribed on tape. Two direc- 
tors, one from the station, another 
from the agency, worked at the moni- 
tor-control board, selecting the best 
of the three pictures for taping. 

Following taping, almost instantan- 
eous playback, and bank approval, 
sound was wedded to picture — and 
the production was completed. 

Seem involved? According to one 
bank spokesman. "It went off like a 
breeze, and all of us at Exchange are 
ve'-y grateful with the results." ^ 



ADVERTISERS 



NEWS & IDEA 

WRAP-UP 



IT'S CONVENTION NIGHT for KCMO-TV (Kansas City), whose presentation of CBS TV 
fail lineup joins station campaigners (l-r): Jim Walsh, news dept.; Ken Heady, dir. pgmg., pub. 
aff.; Joe Hartenbower, v. p. -gen. mgr.; with R. J. Hoyland, "Kansas City Star," radio 'tv editor 




Campaigns: Chevrolet to debut 
three new shows on CBS and ABC in 
addition to resuming sponsorship of 
the Chevy Show in playing up its 
1961 car models. 350 stations will 
bolster Chevy's radio network buys. 
They include 43 spots a week over 
XBC, 12 sponsored newscasts ovei 
CBS, and five over Keystone . . . 
Pan-American Coffee BureauV 
iBB&O) latest consumer advertising 
campaign in the U.S. will include a 
first time flight in tv with spot sched- 
ules in the top 30 markets . . . Hol- 
land House Cocktail 3Iixes (Er- 
win \^^asey R&R I went into tv with 
minute buvs on WPIX, N.Y.C. . . . 
General IMills Betty Crocker Cake 
Mixes (BB&O) will introduce her new 
flavors via tv 10 October with Na- 
tional Velvet and Wyatt Earp. 

Executive personnel: George 
Abrams to J. B. Williams as v.p. 
He's from Hudnut-DuBarry. 



in 

If 



CAPER CUTTING by Ed Bakey (I) and Chubby Jackson, WABC-TV 
personalities, took place at N.Y.'s Paramount Theatre in Special preview 
for children of station's new animated cartoons on 'Tommy Seven Show' 



QUITE A NUMBER! Exchange (not girl) is listed in L.A. newspapers, 
in ad asking readers to phone in. Angelenos who do, hear recorded 
promotional message for KABC-TV's October-scheduled "Surfside 6" 



AGENCIES 



An independent body to police 
advertising was strongly recom- 
mended by Donahue & Coe's ex- 
jcutive committee head, Walter 
Weir, last week. 

Weir's stand : increasing criticism 
ivould weaken the power of advertis- 
ing. 

\dmen on the move: Brooks 
Elms to Robert C. Durham as execu- 
ive v.p. and general manager . . . 
Eleanor Accles to Cunningham & 
R'^alsh as supervisor of media serv- 
ces . . . Doris Oliver to Grant, 
N^.Y.C, as account executive, from 
Vliami office, same company . . . Al- 
bert V. Lowe from Erwin Wasey 
\&R, to Grant, as international ac- 
count supervisor . . . Robert Bur- 
land from Grant's international di- 
ision, Chicago, to same company, 
iS'ew York office, as international ac- 
;ount executive . . . Stephan Salo- 
lites to OB&M as media research su- 



pervisor . . . (lal J. McCarthy, Jr., 

to Wesley Associates as president, 
from FC&B . . . Howard A. Brad- 
ford to Ferguson-Miller Associates, 
Tulsa, as senior copy writer and ra- 
dio-tv director . . . Willard Klose 
from Lennen & Newell, Chicago, to 
Campbell-Ewald, Detroit, as director 
of broadcast creative activities . . . 
Henry I. Sherry from Jones Frankel 
Co. to Edward H. Weiss, Chicago, as 
account executive. 

More admen on the move: Bruce 
P. Andrews from K&E to Compton, 
Chicago, as account executive . . . 
John R. Coyne from FC&B to 
Compton, Chicago, as account execu- 
tive . . . Frank J. Williams from 
C&W to Kenyon & Eckhardt, Boston, 
as account executive. 

Agency personnel moves: Edna 
Erickson to director media and mar- 
ket analysis; Colleen Mattice, me- 
dia director; Betty Rowley and 
Marilee White, media buyers; Bet- 
ty Anderson, assistant buyer; Mary 



Beth Thomson 1 

Weber, Seattle. 



all George H. 



They were named v.p.'s: Henry 
G. Millett and Robert L. Hi»h- 
ar»ls, Albert Frank-Guenther Law, 
Inc. . . . (jt'rtrude Brooks, Paul 
Gioni, Otis Winegar, Stanley 
Baum, Dancer-Fitzgerald-Sainj)le. 

New name: Howard H. Hilton 
Advertising Agency, Inc., Tampa, 
formerly Hilton & Gray. 

Merger: Ted Bates with Spitzer 
& Mills Ltd., Toronto. 

Agency appointments: Davi»l G. 
Lyon, Westpoint, Conn., to Hincks 
Bros, (stock brokers), Roy Goff & 
Co. (dog food), and Farrell & Sons 
. . . BBD«5tO, Detroit, to Dodge deal- 
ers in San Francisco, Rochester, N.Y., 
and Utica, N.Y. . . . Erwin Wasey, 
R&R, Chicago, to United Equity 
Life Insurance Co., Chicago . . . W. 
S. Roberts, Philadelphia, to Miller 
North Broad Storage Co., Philadel- 




f 



<ILVER GAVEL, Amencan Bar Assn. awards go to Raymo.nd Welpott 
I). WRCA (Phila.) and Joseph Goodfellow (c), WRC-TV (Wash.) 
y John Randall, ABA pres. Stations were cited for law series 



'ARRELOF PRIZES await- 
d luclcy California State 
air visitor who found key to 
'dden treasure chest in 
XOA's (Sacramento) con- 
!st. Clues to hiding place 
ere broadcast each day 




'PROFILE: PITTSBURGH,' new public service feature, on WAMP, 
Pittsburgh, brings together on first program (standing l-r) James Bost, 
representing public; Ira Apple, moderator; Robert H. Klucher, district 
engr. for State Dept. of Highways; (seated l-r) Woodrow Ranltin, 
traffic planning engr. for Pittsburgh; Levi Bird Duff, dir. Allegheny 
County Dept. of Works. Topic: 'Traffic, Transportation, and Tunnels' 
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T f c a conservative, close-mouthed 
agency, but let me tell you". . . 




Mona Lisa 

LEONARDO DA VINCI (H52-1519) — Florentine School 



K-NUZ 



is the No. f BUY 



in HOUSTON . . . 



AT THE LOWEST COST PER THOUSAND! 



*See Latest Surveys for Houston 




phia . . . Balz-lIodgson-Neuwoeh- 
ner, St. Louis, to Colonial Baking 
Co., St. Louis . . . Wesley Associ- 
ates to Frances Denney (cosmetics). 

New ageney owner: Donald J. 
Moore, purchaser of Dave Fris Ad- 
vertising, Albany. 



TV STATIONS 



In its brochure on population 
drift CBS Tv Spot Sales lists the 
areas that make up the ci'y, sub- 
urban and extra-urban segments 
for each of the top 15 tele- 
markets. 

These markets, as posted by the 
brochure: Baltimore, Boston, BufFalo, 
Chicago, Cleveland, Detroit, Houston, 
Los Angeles, Minneapolis, New York, 
Philadelphia, Pittsburgh, St. Louis, 
San Francisco, Washington. 

The brochure's title: where' s every- 
body going? 

People on the move: Ned Cramer 
to WCBS-TV, N.Y.C. as assistant di-. 
rector public affairs . . . Craig Israel 
to WKTV, Utica-Rome, N.Y., as pub- 
licity and promotion director . . . 
Richard Meeker, named national 
sales rep., Sylvia Wilder, sales traf- 
fic manager, and Jack Van Volken- 
burg, sales service manager, KNXT, 
Hollywood . . . Alex Dreier, WNBQ, 
Chicago newscaster, elected president 
Chicago Chapter, Academy TV Arts 
and Sciences .' . . Asa Stallworth Jr. 
named national sales manager, WJBF, 
Augusta . . . Thomas J. Heniiesy 
III to WJBF, Augusta, as station 
manager . . . Ken Parker to KTLA, 
Hollywood, as assistant publicitv di- 
rector . . . Lawrence E. Feeney 
from Texaco, Inc., N. Y. to WBZ-TV, 
Boston, as field sales coordinator . . . 
Donald W. O'Shea named sales ac- 
count executive, WBZ-TV. Boston . . . 
Alex Runciman from KNXT, L. A. 
to KMOX-TV, St. Louis, as special 
public affairs Droiect producer . . . 
Donn E. Winther from WFIL, 
Philadelphia, to WBZ-TV, Boston, as 
advertising and sales promotion man- 
ager. 

Thisa 'n' data: WTRF-TV, Wheel- 
ing, W. Va. is distributing a color 



brochure among advertisers, agency 
men and the press, highliahtine the 
beauties of the state . . . KEYC-TV, 
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I'm sold on j! 



* 





Los Angeles 




woman is hard to sell. She controls the TV set as well as 
A purse strings. But K ABC-TV more than meets her requirements 
IV ih an imaginative lineup of adult daytime programs leading into 
4 K aher dark. You can be sold on 7, too. 



ns .ned the For- 
\ r! radio *la(ion*. 

Cliicar-o. \.p. and 
j_ r Vi ard L. ^uaal re- 
I \ er\ lin|)ortant Person 
\\\jni ir l'^<>'* in recognition of hi? 

•oiilribulioii (o (. hicagoland and all 
arca> M-rxed h\ (he Chicago Tribune's 
radio and t\ -lalion?. through pro- 
firaii it). cvceptionallv high quality 
aiid -rilN ■ . . . \V F:MB-TV. In- 
« 1 i«. recipient of Indiana Heart 

\-- . lation award for station heart 
II ierati<iii telecast Heartbeat and its 



cooperation in conducting blood typ- 
ing of area broadcasting industr\ 
employees . . . WB.\L-T\". Balti- 
more, NationaLSales Coordinator Ann 
Mar awarded first prize in Hot Shot 
Radio and Television Station Mer- 
chandising Contest from Simon & 
Cwynn, advertising agency. 

Ideas at work : 

Sneak preview — junior edition: 
WJRT. Flint, Mich., kicked off its 
fall line-up of kid shows by treating 
the small fry to a mammoth two-and- 
a-half hour sneak preview of scheduled 



only keijOland covers 
this 103-county market 

completely! simultaneously! no gaps! 



NORTH DAKOTA 



SELBY MOBRIOGE 



SOUTH OAKOTA 

Aberdeen 



Walerlown 



Pierre 



HIGHMORE 



ORTONVILLE 

« MONTEVIDEO 



PRESHO 



Huron brooking? 
Chamberlain Mitchell 

SIOUX FALLS. 

YANKTON 




^ MARSHAU 

REDWOOD FALIS 

."IPESTONE 

WORTHINGTON 




SPENCER 



NEBRASKA 



BASSETT 



KELO-LA\D is a 73,496 square-mile market, 
charted by natural distribution flow o£ con- 
sumer goods. No piecemeal "package" o£ two 
or three unrelated stations can begin to cover it — not without leaving 
countless untold, unsold families. Only one television facility — KELO-t\' 
SIOUX FALLS and its KELO-LAN D booster hookups delivers the whole 
103-county spread to you — completely, simultaneously, no gaps! 

265,490 tv households in 5 states: 
(South Dakota, Minnesota, Iowa, 
Nebraska, North Dakota). 





General Offices: KEIO-IAND TELEVISION CENTER, SIOUX FALLS. S D. 
JOE FLOYD, President • Evans Nord, Gen. Mgr. • tarry Benison, Vice Pres. 

I 'nf (/ 110/ mnlly htj H-R In Minneapolis by Wayne Ecans 6- Associalex 



children shows. The show was em-ceed 
bv the station's Frank Cadv who hosts 
WJRT's Mr. Magic. 
Bangtails, beauties, and bootv: 
WTRF-TV', Wheeling, W. Va. went 
all out for glamour in its special pro- 
motion of fall NBC shows. The focal 
point of the event was an XBC-Stars- 
view 7, night at the races. Starsview 
Starlets, local glamour girls, adorned 
themselves Hollywood style, and acted 
as hostesses throughout the festivities. 
More than 10,000 persons were at- 
tracted to the program during which 
a 1961 sports car was given awav. 

Sports notes: KTTV, L. A. to tele- 
cast 17 use and UCLA football 
games; Orange County Open Golf 
Tournament ; The Los Angeles Lakers- 
Boston Celtics basketball game; Jun- 
ior Rose Bowl Football Game; Los 
Angeles Open Golf Tournament: 
YORBA Linda Golf Tournament; 
USC-UCLA basketball; Mt. San An- 
tonio Relays: LSC-LCLA baseball; 
USC-UCLA dual track meet; Comp- 
ton Relays; Southern California 
Sports Car Sprint championships. 
Sponsors are: Morris Plan. Liggett & 
Myers, Plymouth and Colgate-Palm- 



ANOTHER WRBL-TV EXCLUSIVE 
IN GEORGIA'S SECOND 
MARKET 




Now available for 
replay of National 
spot tapes. 



Studio and remote 
multicamera 
facilities. 



Call your 
Hollingbery man 
for details and 
rates. 
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SOUTH 
CAKOIINA 



THE CAROLINA TRIAD 

6 Stales • 62 Counties 



WLOS-TV has 
the Caroh'na Triad 
in its power! 



WLOS-TV IS FIRST FROM 
9A.M. TO MIDNIGHT! 

All day, all night, all week .. .WLOS-TV is first 
in the rich, six-State Carolina Triad! The March ARB 
shows an average 34,000 homes are watching WLOS-TV 
every quarter-hour, 108.6% more homes than station 
"c", 21.4% more than station "b". Obtain the details 
of WLOS-TV's dominance in the Carolina Triad 
from your PGW Colonel. 

WLOS-TV a 

Serving 

GREENVIllE - ASHEVIllE - SPARTANBURG 

A Wometco Enterprise 




WOMETCO 
lENTERPRISESj 



4 Represented by Peters, Griffin, Woodward, Inc. 
Southeastern Representative: James S. Ayers Co. 



.Lie Fdotball. 
1 k-aaue f;aine? 
r 11 1 Oil Coiiipan). 



RADIO STATIONS 



SlorjT Broadoasliiiji cleared 
tl»e for the aequttiiltoii of 

WINS. S. (for SIO million) 
Itv dispoj-iiij: of one of it.* oKlesI 
lioUliitjis. W W VA. Wlieeliii':. 
The lu'w W \\ \ \ group i< headed 



b\ Ira Herbert, a radio veteran, and 
consists also of Milton Biow and 
Emil Mogul. The price reported to be 
SI. 5 million. 

Broker: Edwin Tornberg & Co. 

Herbert and Biow were associated 
in the operation of W'NEW, N. Y., in 
the '40s. 

I'uli-e. Inc.. has coiin- up nitli fig- 
ures sliowinw that 18% of the 
po|iulace in 18 markets listen to 
Couiitry-''^'e6tern music. 

The survey which was made for the 



THE 



PICTURE 
HAS 

CHANGED 




in the important 

AlBANY-SUiitNECTADY-TROY 

MARKET ! 

. Lucky Channel 13 ... is the ONLY area TV 
station posting cx>nsistent and considerable day and nighttime 
audience gains. 

ARB, November '58 to March '60, WAST 



UP 48.8% 



NSl average ratings, April '59 

to March '60, 6 A.M.- 6 P.M., WAST 



Saturday-Sunday 6 P.M.-Mtdntght WAST 
SELL Where People BUY 

- ' call your 




Country Music Network is the first 
formal research into the Country- 
Western radio/tv audience. It was 
based on lists of music categories and 
singers. 



Kudos: W IL, St. Louis, news editor 
Gene Hirsch recipient of Missouri 
Associated Press News Coverage Con- 
test Award. 



Ideas at work : 

This little piggy: WFBM, Indian- 
apolis, revived the old-time pigg>' bank 
saving habit with its piggy bank con- 
test. More than 1,500 cards and let- 
ters are received by the station each 
week from listeners who are invited, 
by the station, to guess the amount of 
money saved in the piggy bank by the 
end of the month. During each of the 
station's four deejay shows, an assort- 
ment of coins are dropped in to the 
bank. The winner who comes closest 
to the correct amount, wins the bank 
and the cash. Coins denominations 
are announced as thev are dropped 
into the bank. Ties split the bank. 
Don't raise the flag: WRIT, Mil 
waukee, is going all out to keep flags 



NEWS 



ACCORDING TO 

DOYLE 



ma 71 



for the first time in Oklahoma, Frank Doyle, 
a veteran of more than eighteen years e( 
news broadcasting, presents a fast moving 
news, weather and sports summary. Nol 
simply wire service copy, but a comprehen- 
sive analysis of the NEWS ACCORDING 
TO DOYLE, Monday through Fridoy, lOKK)- 
10:15 P.M. Acceptance of progrom, oc- 
ceptance of products, guaranteed! 

KOCO-TV 

OKLAHOMA CITY 



■ LAIR TaLKVISION A**OOIAT<» 

M SmtUmal Rtfrtttxlntnet 
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nail down 

more 

sales 




1 ■ 

n 

with 

SAN ANTONIO'S 




ABC Television in Son Antonio . . . 
the Greatest Unduplicoted live 
Coveroje in South Texas! 

Represented by 
THE KATZ AGENCY 



from F)eing raised! The reason; flags 
are black and they signal trafTic 
deaths. The station donated 80 black 
flags to area law enforcement agen- 
cies. They back up the don't-raise-the- 
flag campaign with public service an- 
nouncements. 

And mother makes three: V( NBC, 
N.Y.C., is pushing the I-love-my- 
mothcr-in-law theme along new 
avenues by advocating that vacation- 
ers include mom-in-law on a holiday 
cruise. The station's All night in New 
York Show is offering a live-aboard 
cruise for three to Bermuda to the 
writer of the best letter telling Why 
I Love My Mother-ln-Laiv. The 
writer's sincerity is put to the test 
when he — or she — must include the 
object of his written affections on the 
trip. Runner-up wins dinner for three, 
and three on-the-aisle to a Broadway 
show. 

People on the move: Joseph Rcitl 

to WCBS, N. Y.. as merchandising 
director . . . Roliert W. Allen, Jack 
E. Baker, Richard L. Branigan, 
and Jerome K. McCauley to sales 
staff WCBS, N. Y. . . . Harry P. 
Sherinian Jr., to KCBS, San Fran- 
cisco, as assistant sales promotion 
manager . . . Louise de Broin to 
CJMS, Montreal, in charge of public 
relations . . . Warren P. William- 
son .III appointed assistant general 
manager, Richard G. Newcomer, 
public relations director; and Jack 
Hartley, sales promotion manager, 
all at WKBN and WKBN-TV, Youngs- 
town, Ohio . . . DeWitt C. Mower 
to WKYR, Keyser, W. Va. as sales 
manager . . . Tom Morris to KOME, 
Tulsa, as account executive . . . Jerry 
Flesey from KOIL, Omaha to KISN, 
Portland, as general manager . . . 
Wally Rich from KYSN, Colorado 
Springs, to account executive, Den- 
ver office, Intermountain Network . . . 
Orion Samuelson to WGN, Chica- 
go, as farm service director . . . Fred 
Beck to WGLI AM & FM as station 
manager. 

Sports notes: L&M Cigarettes to co- 
sponsor Dartmouth College football 
games over W^DCR, Hanover, N. H. 
. . . Time, the weekly news magazine 
(Y&R) to sponsor fall schedule of Big 
10 football games, and Lyric Opera 
on WBBM, Chicago, this fall . . . 
KBIG, Catalina, to broadcast All 
Service Football — top Army, Navy, 




Top caVBW^Gi 

ToP^ECHA'VDISlNfii 



Brattleb<sro,vt. 

* G.R HOLLiNGBERV HAS DBTAIUS 
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Facts are the fabric of sound decisions. 

And it's a fact that there's gold in the Shreveport 
market ... a major share of which is being 
spent by KSLA-TV viewers for products seen on the 
clean, clear picture KSLA-TV offers the Ark La Texl 
It's a further fact that rtwre people 
watch and prefer KSLA-TV 
(and we have the ratings to prove it)! 

Our prospectors, Harrington, Righter 6- Parsons, 
have ALL the facts and will help you "pan" your 
share of the gold from this rich and growing market!! 





shreveport^ la. 
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..Hi t r 

i.lle. lo ?poii- 
\\ dshinglon 
f I all pcinips o\er 
Ihe Marshall & 
IK . k1 1 he Prudential Life 
h »uiaii<c to t > ^('< tiMir I ni\er*ity of 
W l^<•on!*ln focthall gaiiie* over 
W KMI*. Milwaukee . . . kOMO. 
Seattle, to hrcKideast all Seattle Uni- 
\ersit\ ha>k ihall games for 1960-61 
aiiif l'>(il-<'2. exclusively . . . Tide- 
waU-r I'll Co.. Rickey"* Restaurants 
an lV|i-.i-(.ola Co. lo sponsor Stan- 
fun! foothall names on KC.IJS. San 



Francisco . . . Random Tours, Inc., 
and Danisco, Inc., brewers of Tuborg 
Beer, to sponsor Pigskin Pow-Vi'ow' 
and The Fifth Quarter segments of 
these games . . . \^ RC, Washington, 
1). C. began. 17 September, seventh 
consecutive year of United States 
Naval Academy football broadcasts 
. . . City Securities Corp., The Indi- 
ana National Bank, and The Mercury 
Dealers of Indiana to sponsor nine 
game Indiana University football 
schedule over WIRE. Indianapolis. 

Program debut : WGN. Chicago, 



Now you caiZi listen 



before you buy 
the ricli SyraiCuse 
N.V. xxia^rhet 




premieres Candid .Mike, 3 October. 

Thisa 'n' data: KOB\. San Fran- 
cisco, honored on first broadcasting 
day 12 September, by mayor procla- 
mation of l.Q. Day . . . WSOL, Tam- 
pa, joins National Spanish Language 
Network list of primary affiliates . . . 
The FCC voted that hurricane Donna 
demonstrated the value of state FM 
broadcast Defense Networks in emer- 
gencies also caused by nature. 

Station acquisition: KROY. Sacra- 
mento, sold to Lincoln Dellar . . . 
KWIP, Merced. Calif., sold to Yosem- 
ite Broadcaster*, Inc. for SI 70.000 
by HDH Stations, Inc. . . . KOWB, 
Laramie. Wyoming. 60*^ <- interest 
held by John Hunter sold lo Charles 
Bell for S70,000. Sale brokered by 
Edwin Tornberg and Co.. Inc. 

Air debut: WETT, Ocean City, 
Maryland, began broadcasting 8 
September. 

Happy birthday: KXOK, St. Louis, 
began 23rd year of broadcasting 19 
September . . . Myrtle Labbitt, cele- 



at our 



BUY THE 

SUPERLATIVE i. u 



expense STATION 



tuzie in. "hy 




in 



. C.et the proof of WFBL leadership! Make a personal sun ey of 
station programming in Syracuse — by telephone. Call \VFBL col- 
lect at any time of day or night to hear the live broadcast of the 
moment by any or all stations. We think you'll agree with local 
listeners and advertisers; the most enjoyable good music, the best 
news re|K>rting in Clentral New York is heard on \VFBL. It delivers 
tlif audience you want to sell. Listen, compare. Prove it to yourself. 
Phone HOward 3-8631 collect. Ask for Sponsor Listening Service. 

radio 

^^^^^ ^^^^ 5000 WATTS DAY AND NIGHT 

RST IN CENTRAL NEW YORK 

TFD NATIONALLY BY GEORGE P. HOLLINGBERY CO. 



Shreveport 
Louisiana 




lCHANNEL 3 SHREVEPORT, LOUISIANA 




L Newton Wray, Pres. & Gen. Mgr. 
Represented by The Katz Agency, Ina 
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•^SPOT 

TV Sales Manager Neal Edwards 
returns home after a gratifying day at the office. f His precocious 
little son. Kip, greets him at the door, then ushers him over to 
a large circular table that has been pushed into a corner so 
that it touches two walls. Kip points ominously at a spot on 
the table's edge. 

"Here's a puzzle for you. Dad," 
says Kip. "That spot on the table is exactly eight inches from 
one wall and nine inches from the other. Can you tell me the 
diameter of the table without measuring it?" 

Edwards' math is as sound as his 
preparation of spot-campaigns for WMAL-TV clients. He 
solves the problem forthwith. Can you? 

Send us the solution and win a 
copy of Dudeney's "Amusements in Mathematics" — Dover 
Publications, Inc., N. Y. Repeat winners will receive other 
valuable (?) prizes. 

f Spent working new clients into WMAL-TV's late-night first- 
run, first-rate movies. 

wmol-tv 

Channel 7 Washington, D. C. 

An Evening Star Station, represented by H-R Television, Inc. 

Affiliated with WMAL and WMAL-FM, Washington, D. C; WSVA-TV and WSVA, Harrisonburg, Va. 
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brated 25 broadcasting vears with 
CKI.W, Detroit, 20 September. 



In 




nothing 

sells 
like 

BEAUTIFUL 




WJW 



the STORER station 
backed by 33 years 
of responsible broadcasting 

CALL KATZ or 

National Sales Offices: 
625 Madison Ave., NewYortt 22 
^0 N Michigan Ave., Chicago 1 




Concert Network's fin station in 
New Y«.rk City NCN) will be 
gettinji a bifi boost from tbe Meiv 
York Dnily Meics from now on. 

The reason: The newspaper has 
bought an interest in the fm'er. 

The Xeu's and Concert Network 
will share partnership in ownership 
— and management. 

Tbe Slieraton botel outfit bas 
9i<rne<l a 52-week contract with 
Concert Network to carry a spe- 
cial Slieraton program. 

The program, a quarter-hour seg- 
ment nightly, of classical music fare, 
will be carried by Concert's WXCN, 
\.Y.; WBCN. Boston; WXCX, Provi- 
dence; and WHCX, Hartford. 

Programing notes: WXFM, Chi- 
cago, tried out something new in fm 
programing when it broadcast the 
first in a series of University of Illi- 
nois football games, 24 September. 
Sponsors of the series: Polk Brothers. 

Active fm national-regional ac- 
counts: Nortli Woods Coffee . . . 
Denmark Clieese . . . Tuborg 
Beer . . . Lyon & Healy . . . Con- 
tinental Bank. 

New fill station: WRBS, Baltimore. 



NETWORKS 



Ratber unusual: a new daytime 
network tv program that's 83% 
sold out before it hits the air. 

It's happened in the case of Here's 
Hollywood, which debuts on NBC TV 
today (26 September). 

\^'hat may have helped: you get a 
bonus of one quarter-hour for every 
three you buy. 

Mutual has ousted its last option 
time clause from its affiliate sta- 
tion contracts. 

The clause, calling for six and one- 
half hours of Sunday option time, 
was thrown out as "archaic in actual 
practice." 

Net sales of more than SI, 250,- 




Jeu san f rancisco 




10,000 Watts 
FULL TIME 



BY 

AND FM 
GORDON BROADCASTING COMPANY 

c^iiu ^ I Lou <^>Lillsio 

KOBY Son FraiKuco * KSDO Son D..90 ♦ KBU2 Wm*" 

lij^M^ n-fmnt^ Petkhs.Gkifi-i.n.Woodw.ard.i* 
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HITCH 
YOUR SELLING 
TO AIR MEDIA BASICS 
AND WATCH YOUR SPOT ZOOM 




I960 AIR MEDIA BASICS $2.00 



REPRINTS 



TIMEBUYING BASICS 
TELEVISION BASICS 
RADIO BASICS, FM BASICS 



1 to 10 
10 to 50 . 
50 to 100. .. 
100 to 500 
500 or more 



40 cents each 
30 cents each 
25 cents each 
20 cents each 
15 cents each 



To Readers Service, SPONSOR, 40 E. 49th Street, N. 
Please send me the following: 



Y. 17 



.'60 AIR MEDIA BASICS ISSUE 
.TIMEBUYING BASICS 
.TELEVISION BASICS 
.RADIO BASICS, FM BASICS 



FIRM 

ADDRESS. 





MILWAUKEE 



Witl 



CBS NETWORK 



tv 



TV Capital of Wisconsin 




the STORER station 



backed by 33 years of 
rssponsible broadcasting 



000 over the past three weeks put 
yiiC Radio ill u profit making 
position for the first quarter of 
1961 says William K. McDaniel, 
v.p. in I'liarfje of NliC Katlio net. 

lliis assures aililiates of a substan- 
tially higher level of compensation 
(luring the first quarter of '61 than 
during the first quarter of 1960. 

Net tv sales: International Shoe 
(Krupnick, St. Louis), 26 week par 
ticipation Dick Clark Show . . 
Kitolieus of Sara Lee (C&W), one 
fourth sponsorship ABC's Champion 
ship Bridge. Other quarter each spon 
sors: \VVst Beud Aluminum (West 
em Adv., Racine, Wis.) ; North 
American Van Lines (Biddlt 
Sainsoiiite Luggage (Grey) . 
Colgate (Bates) alternate one-half 
sponsorship Bugs Bunny . . . Pill 
bury (Burnett) sponsorship My Sis 
ter Eileen, and participation in Shir 
ley Temple Show and This Is Youi 
Life . . . Kellogg (Burnett) sponsor 
ship CBS's The Magic Land of Alia 
kazam . . . Massey-Ferguson, NBC's 
Today On the Farm . . . Dracket 
three NBC West Coast daytime shows, 
brief run for special promotion. 

Net specials: Reynolds Metals to 

sponsor The 43rd National Automo- 
bile Show, CBS, 16 October . . . The 
Savings & Loan Foundation to 
sponsor The Real West, NBC, next 
March. 



REPRESENTATIVES 



Petry has put together a bro- 
chure pointing up radio's selling 
potential during the to and from 
■work driving hours. 

Entitled, Shift Time Radio, the 
study centers on these points: 

1. More working men listen to ra- 
dio in their cars than any place else. 

2. Automobile radio is more popu- 
lar with working men than with the 
average of all consumer groups. 

The booklet backs up its survey by 
detailing the work pattern in markets 
across the nation. 



Radio and tv stations afRliated 
with New England located rep 
firms will be listed in a publication 
by the New England group of Ra- 
dio and Tv rei)s. 



WITHIN A STONE'S THROW 
OF COMMUNICATIONS ROWI 

One of New York's 
most desirable locations 

MADISON AVENUE 
AT 52nd STREET 




A Bigger and Better 




HOTEL 

Just steps from anywhere... 
now with 500 Individually deco- 
rated rooms and suites — and 
completely air conditioned. 




The magnificent new 




17 E. 52 St. 
Your rendezvous for dining 
deliberately and well... 
open every day of the week 
for luncheon, cocktails, 
dinner, supper. 
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Where the ratings leave off . . . 
community obligations often begin. 

As Doctor Salk wrote 
' KFMB-TV: "This is a 



r>c PITTSBURGH 
UNIVERSITY OF PIT 

SCHOOt OP MEDICINE 



1,.VBOBATOB1 



6 July i960 



Harold Ke^^' pi^ coneemiiiS ^^^^ 

Srrralir----- . .... telev..l. 





Srio^v^rally interested. , 

%hs great po^r of cially on the 

, ,e.e av^e l^ans of ea^caUon, 

leage, maxes us feel ^^^f.^^nly 

t^y^^€2?^?^S^^^ 




somewhat belated 
but none-the-less 
sincere note for 
the understanding 
way in which you 
. . . contributed 
to the very decisive 
outcome of the 



issue . . . 

In all ways 
KFMB-TV 
reaches and 
moves MORE 
people 
to action. 



"S"— KFM B 0 TV 

SAN DIEGO 

Of SERVICE KFMB-TV CHANNELS CBS SAN DIEGO, CALIF. • A TRANSCONTINENT STATION 
WROC-FM, WROC-TV, Rochester, New York • KERO-TV, Bakersfield, California • Represented by 



Represented by 

WGR-AM, WGR-FM, WGR-TV, Buffalo, New York ■ KFMB-AM, KFMB-FM. /'"'""\/'''^\/''~^ 

_ _ |EdwardIPelrv&|Co., Inc.) 

KFMB-TV, San Diego, California • WNEP-TV, Scranton-Wilkes-Barre, Penn. • \" JA. JA. "/ 
WDAF-TV, WDAF AM. Kansas City, Missouri 



The Original Station Representative 



1 a> al?t) started a 
» to ke\ ageiuie* and 
t II New England area. 

I I p a|>|H>iiitnn'iils : \\ IJIiS-KiM, 
, I on-. W \FM-F.M. Chicago. 
W H-M-FM. F.iit Lauderdale, and 
K \FK-FM. San Francisco, all to 
Fiiif Mii.-iie Ili-Fi lirt):Hl«asl«TS . 
MFM-FM. Kureka. Calif.. KOII- 
T\ . Klamath Falls. Ore.. KliES-TV, 
M.'dfdid Ore,, all to Voiiiig Televi- 
sion (.orp. 



FILM 



The «)ff-nclv*ork re-run gelling 
season shifted into high gear this 
Mffk as shows such as Econo- 
iiiee's Spnce and Challenge began 
ticking off sales. 

The Ziv-U.-V division sold both pro- 
grams to W PIX. New York; KABC- 
TV. Los Angeles: \^ HDH TS . Bos- 
ton: KVAR-TV. Phoenix; WALA- 
TV. Mobile: KOZ-TV, Denver; 



Looking for Drug Store Sales? 

WWTV AREA DRUGGISTS 

OUTSELL THOSE 
OF 8 COMPLETE STATES! 



NCS N*. 3 ih^mt Ihet WWTV hat 
daily circvlaK«n, b*lh rfaylimc and 
niffhnina. In 34 Michifan ctwntiai. 

WnO-IV — GtAND lUnOS-UUMAZOO 

WHO uow— HAUMuoo-urru am 

WiO UNO — GUNO UPIDS 
WiO-FM — CMND IUnOS«iUtMUOO 
WWTV — CAMIUC, MKWCAN 
KOLN-IV — UNCOIN, WMUiU 



Your market for drug-store sales in the \\"\VTV 
Area — Cadillac and Northern Lower Michigan — is 
greater than that in any one of eight entire U.S. 
states*! 

And remember too, you need only VCW'TV to 
reach all of Northern Lower Michigan . . . and most 
of its drug product consumers, has NCS 

No. 3 circulation — daytime and nighttime — in 36 
Northern Lower Michigan counties. To approach 
this coverage with other media, you'd need 13 daily 
newspapers or 16 radio stations! 

Add WWTV to your \VKZO-TV (Kalamazoo- 
Grand Rapids) schedule and get all the rest of 
outstate Michigan worth having! If you want it 
all, give us a call! 

*WWTV Area drug sales {$30.6 million) exceed those in 
Idaho, New Hampshire, Delaware, North Dakota, Montana, 
Nevada, Alaska and Hawaii. 



WWTV 



316,000 WAHS • CHANNEL 13 • 13t3' TOWER 
CIS and AlC In CADIUAC 

Serving Norlhern Lower Michigon 

Avr/'Knod^l, inc., fxcfusiVt Nofionof ftprtfntotivt 



WSIX-TV, Nashville: K ARK-TV, Lit- 
tie Rock; WNEM-TV. Saginaw; 
KFSD-IT. San Diego; KTSM-T\', El 
Paso, and \^ BRE-TV. \^ ilkes-Barre. 



Sales: LPA's Mr. Magoo to KTTV, 
Los Angeles . . . \^'NBQ, Chicago, 
sold Lock Lp to American Tobacco 
(BBDOl and Phillips Petroleum 
(Lambert and Feasley ) . . . X^'estern 
Pennsylvania National Bank will 
sponsor Best of the Post on WllC, 
Pittsburgh . . . Tarzan and Assipn- 
ment Underualer to premiere on 
KFMB-TV, San Diego . . . OfBcial 
Films' Greatest Headlines of the Cen. 
tury to 2.5 Armed Forces Television 
Services stations overseas . . . Play of 
the Week to premiere on KPHO'-TV 
under Arizona Public Ser%'ice spon- 
sorship . . . Carling Brewing (^GB&B) 
will take alternate sponsorship of Jim 
Backus' Hot Off the Wire on KOMO- 
TV, Seattle . . . Official Films' Al- 
manac to WOR-TV. New York . . . 
Ziv-UA"s Lock Up to American To- 
bacco ^BBDO) on a present total of 
.54 markets, latest stations being 




INTRODUCING THE NEW 

DR\m\EilST 

HOTEL 

39th St., East of Lexington Ave. 

NEW YORK 

Salon-size rooms • Terraces • New 
appointments, newly decorated • 
New 21" color TV • FM radio • New 
controlled air conditioning • New 
extension phones in bathroom • New 
private cocktail bar • Choice East 
Side, midtown area • A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 

Single $15 to $22 Suites to $60 
Special rates by the month or lease 

Robert Sarason, General Manager 
ORegon 9-3900 
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|UTH FLORIDA 
CES THE NATION! 
PULATiON GROWTH 
>0-1960 

I'w U.S. Census Estimate) 

'^EE PRIMARY COUNTIES 
1 UP 122% 

nrfe, Broward, Palm Beach) 

JCOUNTY SOUTH FLA. 
I IlRKET-UP 108.3% 
lial Population 1,699,149 



In South Florida, the nation's fastest-growing area market, 

WTVJ— among all media— delivers the largest daily circulation! 
Only WTVJ will give your schedule complete coverage of this 

dynamic growth area. Obtain the facts of WTVJ's exclusive, 
total coverage of South Florida from your PGW Colonel. 



1i 



WTVJ 




SOUTH FLORIDA 




REPRESENTED NATIONALLY BY PETERS, GRIFFIN, WOODWARD, INC, 



WOMETCO 
[ENIERPRISESl 
INC 



[VJ 
It -TV 

\iate) 




WORLD FAMOUS 

MOHAWK MIDGETAPE PROFESSIONAL 500 
HIGH SPEED 
POCKET TAPE RECORDER 



Used by NBC - CBS 
and numerous radio and TV 
stations, for recording 
in the field. 

Records anything it hears and 
plays it right back in 
^ unbelievable broadcast quality. 

Special built-in "VU Meter". 

Weighs only 3 lbs. 




THE PEER OF POCKET 
TAPE RECORDERS . . . 
MIDGETAPE IS 
AMERICAN MADE. 

"Science Fiction" accessories j 
available for confidential 
recordings. 



For literature, or free demonstration 
in your ofiice, write Dept. B. 





NO^ THIS IS ''KNOE-LAND" 

(embracing industrial, progressive North Louisiana, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

Population 1,520,100 Drug Sales $ 40,355,000 

Households 423,600 Automotive Sales $ 299339,000 

Consumer Spendable Income General Merchandise j 148,789.000 

$1,761,169,000 Total Retail Sales $1,286,255,000 
Food Sales $ 300,486.000 

KNOE-TV AVERAGES 79.1% SHARE OF AUDIENCE 

According to March 1960 ARB we average 79.1% share of audience from 
9 a.m. to midnight, 7 days a week. 



KNOE-TV 



CBS • ABC 

A James A. Noe Station 
Channel 8 Represented by 

Monroe, Louisiana h-R Television, Inc. 

rIKta i / oi/niunu Slate Collene, llonroe. One nf nine 4 year cotteges within our 



WNBC-TV, ^e^v York; \^TSIBF-TV, 
Binghamton; WJRT, Flint; KSTP- 
T^^ Minneapolis; WSTV-TV, Steu- 
benville; \^'KTV, Utica; KTBS-TV, 
Shreveport ; WGAL-TV, Lancaster, 
and KZTV, Corpus Christi; Lock Up 
also sold to stations KCBD-TV, Lub- 
bock, and KGBT-T\^ Harlingen. 



More sales: Lopert Pictures' Latest 
62 tv package to KRCA TV, Los An- 
geles; WABC-TV, New York; WFIL- 
TV, Philadelphia; WMAR-TV. Balti- 
more; WCKT, Miami; W^X-TV, 
New Orleans; KPLR-TV, St. Louis; 
KROD-TV. El Paso; WAVY-TV, Nor- 
folk; WHNC-TV, New Haven; 
\^^'BF-TV, Binghamton; CKYW-TV, 
Windsor, and others; 26 of the titles 
are being made available in color . . 
Ziv-UA's Economee reports Hishway 
Patrol re-runs sold to WNHC-TV, 
New Haven; WJBK-TV, Detroit; 
KFSD-TV, San Diego, and KGHL- 
TV, Billings; Science Fiction Theatre 
to WJW-TV, Cleveland, and KGHL- 
TV. Billings; Mr. District Attorney to 
KSTP-TV, Minneapolis, and WTTG, 
Washington, D. C; also, WXTX-TV, 
Milwaukee, purchased Dr. Christian, 
Boston Blackie, Harbor Command, 
West Point, Men of Annapolis and 
Meet Corliss Archer. 

Promotion : CNP's Blue Anpels se- [ 
ries, now sold in 104 markets, will re- 
ceive unusual promotions, including 
Fred Waring special music; skywrit- 
ing by WABC-TV, New York, and 
WSBA TV, Altoona; aerial perform- 
ances by the Blue Angels team of 
Navy flyers in Atlanta just before the 
WAGA-TV premiere; and Continen- 
tal Oil's 237 twenty-four sheet posters 
in its 68 markets. Additionally, Er- 
nest Borgnine will narrate one epi- 
sode of the series. Representative 
James E. Van Zandt of Pennsylvania 
has already praised the show in Con- 
gress. Grumman Aircraft, manufac- 
turers of the Tiger iets used bv the 
Blue Angels, has released a training 
film narrated by Robert Taylor to 
stations for promotional use. 

Strictly personnel: Arthur Gross 

appointed assistant general sales man- 
ager for UAA . . . New account exec- 
utives at UAA are Fred Watkins 
and Frank LeBeau in the Dallas of- 
fice and Paul Weiss in the Chicago 
office. n 
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Tops in ' 
sports > 

add 1o the ^ 

bigp 

Qm\m 




NATIONAL LEAGUE 
PRO FOOTBALL 

WORLD SERIES 

NCAA FOOTBALL 

TOP BOWL GAMES 

FIRST IN SPORTS* 
with Bill Snyd*r 

SATURDAY NIGHT 
FIGHTS 

CHAMPIONSHIP 
BOWLING 

*^ 1 ALL-STAR GOLF 

^ ^ MAKE THAT SPARE 

.THE SPORTSMEN* 
INSIDE SPORTS* 

*Local 




Check the line-up. The biggest audience builders 
of both NBC and ABC; the strongest local sports shows 
in the Carolinas. Here's the brand of programming 
that changed things in Charlotte. To sell big in 
America's 25th largest tv market your better buy is 
Charlotte's big picture. Buy WSOC-TV- 
one of the great area stations of the nation. 




CHARLOTTE 9-NBC and ABC. Represented by H-R 



WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta; WHIO and WHIO-TV, Dayton 
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PUBLIC SERVICE 



MORE THAN 



of 




HOURS 



programming 



EACH 
WEEK 



PRISIOINT 
, Cal. ■ J. Palm** 

VICE-PRES. * THEASUPER 
D D Pslmcf 

IXIC VICE-PRESIDENT 
l| Rjiph Evani 

I SECRETARY 

I Vm. D Visncr 

I RESIDENT MANAGER 

I Efnnl C S«n<lcn 

I SALES MANAGER 

I Pi( Shaffer 



DAVENPORT 
BETTENDORF 




ROCK ISLAND 
MOLINE 
EAST MOLINE 



PETERS. ORirriN. WOODWARD, INC 
EXCLUSIVE NATIONAL REPRESENTATIVES 



This is the PLUS factor that makes 
^'OC-TV more exciting — more 
interesting — more effective than the 
competition. Yes, more local 
programming for homemakers, 
for sports fans, for youngsters . . . 

all this in addition to NBC, 
top ABC shows and the best of the 
syndicated shows. 

These are the people that buy 
products in the nation's 47th TV 
market. More than 2 billion dollars 
in retail sales ring on the 
retailer's cash register. Over 438,000 
TV homes are within the 42 
counties of WOC-TV's coverage area. 

And lo help you get the maximum 
number of these dollars WOC-TV 
specializes in effectively co-ordinating 
and merchandising your buy at 
every level — the broker, wholesaler, 
direct salesman, key buyer as well as 
the retail outlet. 

Your PGW Colonel has all the facts, 
figures and other data as well as 
day by day availabilities. 

See him today. 



Thisa 'n' data: KWK, St. Louis, 
did a one week presidential candidate 
straw vote poll which drew a responsf 
of nearly 100,000 Republican and 
Democratic votes . . . ^'^JAG, Nor- 
folk, observing 35th year of public- 
schools programing series . . . WBZ- 
TV, Boston, editorial news program 
Starring the Editors, celebrated its 
10th anniversarv 10 September . , 
WNEW, N.Y.C., doing its part to 
help promote nation's little known 
colleges by airing minute spots high- 
lighting the institutions' courses, de- 
grees, \acancies etc. . . . W.VIT, 
Chicago, enlisted the aid of Chicago's 
mayor in proclaiming Community 
Clubs Day in Chicago . . . WALA- 
TV, Mobile. WSFA-TV, Montgom- 
ery, and ETV Network, Andalusia. 
Birmingham, and Munford, Ala. to 
telecast NBC's new Continental Class- 
room course in Contemporary Mathe- 
matics beginning this month. Also to 
carry the Classroom programs are 
KVAR, Phoenix; KTVE, Eldorado 
and KARK-TV, Little Rock. Ark; 
KMJ-TV, Fresno; KRCA, LA; 
KCRA-TV, Sacramento; KSBW- 
TV, Salinas-Monterev KFSD-TV, 
San Diego; KRON-TV, San Fran- 
cisco; KCSJ-TV, Colorado Springs- 
Pueblo: KOA-TV, Denver; and 
KREX-TV, Grand Junction, Colora- 
do .. . \^'BNS-TV% Columbus. Ohio, 
conducted a locally produced tele- 
mentary on childbirth by caesarean 
section. The half hour documentary, 
produced and filmed in a local hos- 
pital was applauded bv viewers who 
tied up the station's switchboard with 
a deluge of congratulatory messages 
on its showins. 




Kudos: KiVIOX, St. Louis. 1960 
Safety Award presented to nine-year- 
old Barbara Blood for her entry in 
the station's Child Safety Campaign 
Slogan Contest . . . WRCV. Phila- 
delphia, recipient of American Bar 
Association Silver Gavel for outstand- 
ing public service . . . WJPS, Evans- 
ville, Ind. awarded top United States 
Air Force Recruiting award for its 
outstanding recruiting program as- 
sisting the U.S. Air Force . . . 
WOWO, Fort Wayne, and WFBM- 
TV, Indianapolis, presented -with 
sterling silver plaques by the Ameri- 
can Heart Assn. for public service 
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^loanoke in '60 
he Selling Signal 
is SEVEN . . • 

Roonoke is on ideol test morket. 
Isoloted from competing morkets. 
Diversified industry. Self-contoined 
economy. Lorge populotion. Mony 
distribution outlets. 

Put Roonoke on your schedule, 
ond don't fumble the boll when 
buying television. Specify WDBJ-TV 
. . . serving over 400,000 TV homes 
of Virginio, N. Corolino ond W. Vo. 
in counties hoving o populotion of 
neorly 2,000,000. 

Sell like sixty on seven. We'll help 
you to cross those soles gool lines. 

ASK YOUR PGW COLONEL 
FOR CURRENT AVAILABILITIES 




Roanoke/ Virginia 

In Steubenville, Ohio 




YOUR 

PRODUCT'S 
BEST 
FRIEND 
IS 



The FRIENDLY Group's 



TV-TV 



The lowest cost Television bridge 
to Ihe Upper Ohio Volley's 5 Billion Dollor 
retoil morket. The best of CBS ond ABC. Plus Shopper 
Topper Merchondising. 

For Rotes and Avails 
'H STEUBENVIllE:John J.loux, AT2-6265 
^ fCT>K: lee Goynor, OX 7 0306 

re te [< . allybyAvery-Knodel, Inc. 




WSTV-TV 

The Best of CBS and ABC 9 
STEUBENVILLE-WHEELINB 
Rspra*eBt*d b} Arery-Kiwdii, Inc. 

WRGP-TV 

The Best of'NBC 3 
CHATTANOOQA, TENNESSEE 

ReyrMMtoii b} H-R 

WRDW-TTVl 

("Ami I 

The Best of CBS and ABC 
AUQUSTA, eEORGIA 

Rtpnsratad 1^ AraT-Kin'«li Inc. 

WBOY-TV, 

The Best of NBC and CBS 
CLARKSBURG, WEST VIRGINIA' 

Repruaotad Wj Atmt-Km<M, Inc. 

KODE-TV 

The Best of CBS and ABC f ^ 
JOPUN, MISSOURI 

RcpreMiitMl by Ararr-Knod*), Inc. 



work in behalf of its 1960 campaign 
. . . WOWO, Fort Wayne, received 
George Washington Gold Medal for 
its over-all programs on Freedom and 
the American Way . . . WROC-T\\ 
Rochester, \. Y., presented its Award 
for Meritorious Achievement in the 
fields of Social \^'elfare and Medicine 
to Michael J. Crino, M.D. 



Ideas at work: 

Good deeders: WIP, Philadelphia, 
deejays Joe McCauley, Dan Curtis 
and Gene Hilner, devoting ofl-mike 
hours to assist at community projects. 
McCauley to toastmaster the Assump- 
tion Bearing Workers Guild Com- 
munion Breakfast, 9 October; Milner 
to emcee at Sons of Italy Columbus 
Dav event, 12 October. Curtis gave 
assistance to Phillv fire department 
men at the organization's annua] 
show. 9 September. 

Service programing! WGAR, 
Cleveland, giving voice to public ex- 
pressions and opinions with its new 
program Onen Forum . . . WtSC 
stations WBZ-TV. Boston: KDKA- 
TV, Pittsburgh; WJZ-TV, Balti- 
more; KYW-TV. Cleveland: KPIX, 
San Francisco, to telecast Face of 
the World, new relirious series 
early next year . . . WAMP, Pitts- 
bursrh. started public forum program 
Profile-P'ttsburffh, 12 September 
. . . W\EW, N.Y.C., current event 
discussion show Call Un and Be 
Counted to become regular pro- 
graming feature . . . K0rO-T\'', 
Oklahoma Citv. beginning series Ex- 
pedition Oklahoma, 4 October, 
spotlighting city's industries, person- 
alities, etc. 

Ser^-ices performed: KDKA-TV, 
Pittsburgh, and WBBM-TV, Chica- 
go, effectively put across the visual 
impact of television recently when 
both figured prominently in locating 
an amnesia victim. Unable to trace 
the elderly female victim's identity, 
the Bureau of Missing Persons ap- 
pealed to the Pittsburgh station for 
help. Acting on a hunch, news direc- 
tor Dick Muller sent a filmed inter- 
view of the woman to the Chicago 
station. WBBM-TV news director 
Bill Garry' used the film on the late 
news and less than five minutes later 
the woman was identified by her 
friends and relatives. ^ 
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Precision 



A French word that means the same thing in English: 
quality or state of being precise; accuracy; definite- 
ness. It's a precise description of an Air France pilot. 
Exacting. Accurate. Definite. An alert mind guiding 
skilled hands to precise action. Everyone expects it. 
' Everyone who's ever flown Air France finds it. They 



find something else, too. The same quality of preci- 
sion in everything. Food that is prepared in the great 
French tradition. Service that is accurate, and atten- 
tive to every detail. Atmosphere that is friendly, en- 
joyable, and authentically French. Precisely what 
you want ... precisely what you get... every time! 



AIR^PRANCE JET 

VORLD'S LARGEST AIRLINE / WORLD'S MOST PERSONAL SERVICE 
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Tv and radio 
NEWSMAKERS 





Ned Cramer has been appointed to the 
newlv created post, assistant director of 
public affairs, for WCBS-TV. He will assist 
public affairs director Clarence Worden in 
developing and administering the station's 
community service programs, and in creat- 
ing new community betterment programs. 
Cramer joined WCBS Radio in 1945 and 
bv 1949 he had risen to producer, director 
and assistant manager of operations. He transferred to CBS-T\ in 
1950, where he was appointed assistant program director in 1958. 



Gerald A. Vernon has joined the CBS Ra- 
dio Network as account executive. Vernon, 
who comes to CBS from the NBC Television 
Network sales staff, has worked in the 
broadcasting field since 1937. He was 
formerly associate media director for J. 
Walter Thompson. In 1940 \ ernon became 
assistant promotion manager in charge of | 
research for NBC's Chicago division. Two ] 
years later he joined ABC Radio as sales development manager. With ^ 
the event of tv he coordinated tv sales for ABC and the o&o stations, i 

Bill Allred has been appointed station 
manager of radio station KAKC, Tulsa, a 
Public Radio Corp. property. Prior to this 
appointment, he was associated with KBKC, 
the corporation's new property in Kansas 
City. Before joining KBKC, Alfred was 
sales manager for KIOA, Des Moines, also 
a Public Radio Corp. affiliation. He joined 
KAKC in August, 1957 and subsequently 
became sales manager. Alfred's appointment to the station manager 
post fills the vacancy created by the promotion of Robert J. Hoth. 

^^^t Harry Carlson has been elected president 

^^^^^^ of General Public Relations, Inc., public 

I l^^^H relations subsidiary of Benton & Bowles. He 

^^^■^^B joined GPR in 1957 when the former 6 & B 

IC^^F public relations department merged with 

^^^L ^^^^^^ta Burns W. Lee Associates. Prior to his af- 
^^^K ^^^^^^1 filiation with Burns Lee, Carlson held public 
^^^H^^^^^^H relations posts with Carl Byoir & Associates 

and the Union Pacific Railroad in L. A. 
Earlier he was Lnited Press bureau manager in several western cities 
before joining Pacific Northwest UP as news manager in Seattle. 
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WHERE THERE'S A FARM 

(IN THE 67 COUNTY WHEELING- Tljrpr'C 
PITTSBURGH TRI-STATE AREA) I IILIiL O 

WWVA 

NOW CELEBRATING ITS 25th CON- 
SECUTIVE YEAR OF AWARD-WINNING 
"TOTAL AREA" FARM BROADCASTING 




i 



Farm notables gathered recently at a WWVA luncheon 
honoring the TrI-State Farm Broadcasters Association. 
Host, Paul J. Miller, Storer Vice President and Managing 
Director of WWVA, presented plaques in commemoration 
of twenty-five years of active participation in WWVA farm 
broadcasting to Bob Lang, County Agent, Belmont County, 
Ohio; and, to the Extension Service Departments of West 
Virginia University and, of Ohio State University. (Left to 
right): Paul A. Myers, Assistant Managing Director, WWVA; 
Authur Smith, Assistant Radio-TV Editor, College of Agricul- 
ture, Ohio State University; J. O. Knapp, Director, Agricul- 
ture, West Virginia University; Mr. Miller; Bob Lang. County 
Agent, Belmont County, Ohio and John Corrigan, the WWVA 
Farm Director. 



WWVA 

PULSE AREA SURVEY PROVED 
DOMINANT SEVEN DAYS A WEEK 

fttmlmt — 




FOUR IMPORTANT FACTS THAT 
SHOULD INTEREST EVERY ADVERTISER: 

1. WWVA's Tri-State Farm Broadcasters Associa- 
tion, programming one hour a day, five days a week, 
is one of the oldest of its kind in radio today. 

2. WWVA is the only Wheeling 50,000 watt network 
station (CBS) serving the Pittsburgh Tri-State Area. 

3. WWVA is the only radio station with "total area" 
programming in this Six Billion Dollar Market. 

4. WWVA's farm broadcasts are the only programs 
with active participation (30 farm specialists) of the 
agricultural extension services of three states : West 
Virginia University, Ohio State University and Penn 
State University, plus the radio services of the U.S. 
Department of Agriculture. 

More farmers depend on WWVA than 
all other farm media combined. 

Farm population: 646,800 — 
Farm income: $481,048,000. 

/Ae STORER station 

backed by 33 years 

of responsible broadcasting 



Call BLAIR 

NATIONAL SALES OFFICES : 

625 Madison Ave.. N.Y. 22 PLaza 1-3940 

230 N. Michigan Ave.. Chicago 1 FRanklin 2-6498 



H'OXSOR 



26 SEPTEMBER 1960 



87 



frank talk to buyers of 
air media facilities 




The seller's viewpoint 



The kind of radio programing the Negro seeks today is jar different from the 
composite rhythm, blues, plus a sprinkling of gospel music which satisfied his 
wants 20 years ago, says Harry Wilber, general manager, IF BEE, Chicago. 
Today s IS'egro looks for programing that is varied, creative, and informative, 
ns ivell as entertaining. Initiative is the prime requisite, and this, coupled with 
experimentation, can prove both exciting and rewarding. For more details on 
Negro broadcasting see the 9th Annual Negro Market Supplement in this issue. 




NEGRO RADIO: LAST FRONTIER IN BROADCAST 



" Last frontiers" are where and what you make 
them. We have one in broadcasting — and it's called 
Negro radio. 

For all intents and purposes, Negro radio has 
remained unchanged for 20 years. At that time some- 
one came up with the original idea of broadcasting 
exclusively for Negroes. A simple programing for- 
mat was devised. Rhythm and blues (with a sprin- 
kling of gospel music) were the vehicles — and a 
personable Negro, with an ability to project his per- 
sonality through sound, was the carrier. For one 
reason or another, concern was not given to the pro- 
fessional ability of the personality; programing 
standards were non-existent; and, creativity was left 
to "other" stations. 

Obviously, that approach was a commercial suc- 
cess. In many areas, today, it may still be. But 
times have changed. The Negro is experiencing im- 
proved standards of living. His educational level 
has risen. His likes and dislikes have been condi- 
tioned by an environment vastly different from that 
of 20 years ago. 

Today the Negro is vitally interested in what is 
happening around him. He is interested in the news, 
''"oday, the Negro resents the constant reminder of 
r ■r'-ont, archaic idioms, and poor grammar. 

professional delivery — the kind he 



and his children may use as a standard of speech. 
Finally, today the Negro seeks radio programing 
that tends to be varied, creative and informative, as 
well as entertaining. 

The above approach to Negro programing in no 
way precludes commercial effectiveness and success. 
WBEE in Chicago has news on the hour and half 
hour — all of it sponsored. WBEE has sports pro- 
grams six times daily — all sponsored. WBEE has 
ventured into live programing, commercially spon- 
sored and vastly successful, since — in the case of one 
blue-chip sponsor — it caused a 12% sales volume 
increase in the product, a food product. This client's 
particular use of live programing will be repeated 
annually. 

At this stage of Negro broadcasting, initiative is 
the prime requisite. Oddly enough, programing and 
broadcasting standards tried and true with general 
audience stations, are new and different in Negro 
radio. 



Yes, Negro radio is a "last frontier" in broadcast- ^ 
ing. There are so many ways to improve it, so many ^ 
ways to fulfill our obligation of broadcasting in the 
public's convenience, interest and necessity. Pro- 
graming experimentation in Negro radio can be ex 
citing and rewarding; it's all in the way you ap 
proach your profession. ^ 



latii 
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All getting through to the same woman 



i#' he suburban woman — the most influ- 
tii ' buyer in America. And who's get- 
igjirough to her? All four stations of 
heHerald Tribune Suburban Radio 
it')rk with their network staff, editorial 
ion dge and skill. Four stimulating, aware 
.d*Jtations that have the power to reach 
'e man whose world is on power-steered 
let' whose life is in motion from super- 



market, to cookout, to school meeting, to 
commuter express. Your commercials can 
put her finger on the starter button for imme- 
diate buying because The Herald Tribune 
Suburban Radio Network reflects her 

Hcralb ^Tribune 

SUBURBAN RADIO NETWORK 



community in the type of entertainment 
and the advertising it carries. The Herald 
Tribune Suburban Radio Network offers 
unique powerful suburban coverage because 
it communicates directly and without waste 
to the land of the commuter family — and 
specifically to the woman who does 66%% 
of the buying. /«'s time you were getting 
through to the suburban woman! 



595 MADISON AVENUE, NEW YORK, N. Y. • Represented 



WFYI / WVIP 



Lortff Island 



W estchester 




nationally by THE BOLLmG CO., 247 Park Avenue, New York, N, Y. 



W VOX 

Westchester 



WGHQ 

Hudson Valley 
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Why doesn't tv talk back? 

Esquire, the magazine that is struggling to shed its giil- 
aiul-kooky image in favor of an "intellectual" personality, 
sent us advance ])roofs of the tv article which appeared in 
last week's issue. 

W e just got around to reading it, and frankly we are 
shocked. Titled "A Last Look At Television," it is a three- 
I)art effort by Richard Rovere, Helen Lawrenson, and Robert 
Paul Smith. 

Each takes a segment of a "typical tv day" and each 
viciously ])ans the medium with what we can best describe 
as the riper variety of Fire Island sophistication . 

It is a regrettable performance, and particularly so since 
it pretends to approach tv on a "cultural" level. The article 
is sprinkled with literary name-dropping, but lacks all pre- 
tense of intellectual honesty and fairness. 

Fortunately, what a])])ears in Esquire has seldom any im- 
portant impact on large masses of people. But the article it- 
self, with its heavy-handed high school humor, highlights a 
troubling phenomenon. 

WTiy has the tv industry allowed so many of these (and 
more serious attacks) to go unanswered and unchallenged? 

Why doesn't tv talk Ijack? 

We can honestly applaud the many fine projects now in 
work at the TIO. We have read and heard many thoughtful 
and honorable statements by industry leaders. 

But we do raise the question — is all this enough? Does 
the industry need, in addition, some more vigorous and posi- 
tive expressions of its position? 

As we see it, tv men have a dual job — to build the in- 
tiustry's image with the public, and to maintain their own 
self-respect in the face of violent and luridly unfair criticism. 

Can both of these be accomplished without some more 
ag;gressive and confident actions than we have seen thus far? 



THIS WE FIGHT FOR: A Continued drive in 
both radio and television to raise program 
standards and increase the vitality of the media. 




lO-SECOND SPOTS 

Election Availabilities: Ad in the 

i\.Y. Times — "Baby elephant, only 
42" high, available for publicity, etc. 
SI 50 per day. Donkey also avail- 
able." You haven't lived until you've 
used a 42" elephant for etc. 

Apropos: The above advertisement 
reminds us of Will Rogers' statement: 
"The reason most Americans don't 
own an elephant is that they've never 
been offered one at a dollar down and 
a dollar a week." Or, may we add in 
the spirit of Section 315, a donkey. 

Election earing: Harvard Prof. Ar- 
thur Schlesinger, Jr., in the third vol- 
ume of his Age of Roosevelt just pub- 
lished, recalls that in 1936 the Repub. 
licans prepared a series of radio spots 
in which "John and Mary," played 
by actors, stood before the marriage 
license window debating whether they 
could tie the knot with the national 
debt hanging over their heads. The 
spots were rejected by the president 
of NBC because, he said, "It would 
place the discussion of vital political 
and national issues on the basis of 
dramatic license rather than upon a 
basis of responsibility." The '30's 
seem a long time ago. 

Slogan time: Barney Keep of KEX, 
Portland, Ore., reports seeing this 
election year advertisement around 
town: Be Dead Right — Lacey for 
Coroner. 

Double feature: Headline in local 
gazette— 'LETS MAKE LOVE' AT 
TWO THEATERS. Going to the 
movies is better than ever. 

Twice as bubbly: Conjecture along 
Ad Row runs this way as to how a 
hard-sell, proprietary drug-oriented 
agency would handle the Schweppe« 
account if OBM ever gave it up 
Something like— "ATTENTION MA 
LARIA SUFFERERS ... !" 



Dressing down: Joe E. Lewis, unoffi- 
cial ambassador of good will from 
Edinburgh, was bothered by a partic- j 
ularly loud female heckler during a 
recent nightclub performance. He 
quieted her, perhaps for all time, 
with: "Madam. I remember you from 
when I was here three years ago. / 
don't remember your face, but I re- 
member your dress." 



SPONSOR • 26 SEPTEMBER 1960 



I 





WGAL-TV 

Lancaster, Pa. 
NBC and CBS 



MULTI-CITY TV MARKET 




Best buy in the Lancaster/Harrisburg/ 
York area today. This Channel 8 station 
is far and away the favorite in these three 
metropolitan markets and in many other 
communities as well. WGAL-TV delivers 
this responsive, prosperous viewing 
audience at lowest cost per thousand. 



WGAL-TV 

Ckcuuud <f 
Lancaster, Pa. 

NBC and CBS 

STEINMAN STATION 
Clair McCollough, Pres. 



316,000 WATTS 



Representative: The MEEKER Company. Inc. New York • Chicago • Los Angeles • San Francisco 




Alarmists paint a frightening picture of today's moral climate. Others are more optimistic. Both view 
fcMntswere frankly expressed recently by a panel of distinguished guests on CBS Owned WBBM-TV, wher J 
^BM^Iook fbr-and expect to see-high-quality, unflinching, provocative local programming, 
^^^^^kvalue their time find far more worth watching on WBBM-TV. Which naturally is why tfir 
^^HBVIh IQQM-TV, Chicago's top-rated television station for 63 consecutive Nielsen reports. ).| 

^B|k WBBM-TV.CHANNEL 2 IN CHICAGO-CBS OWIf 



